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Drop in and see our famous murals 


N.A.L.U. members are cordially invited to visit our home office on Boylston St. at 
Clarendon, a three-minute walk from convention headquarters. The historical murals 
painted by the distinguished artist, Charles Hoffbauer, have made our lobby one of 
Boston’s well-known “points of interest.” Above is shown a portion of his latest work 
which reconstructs the signing of the charter for the first mutual life insurance company 
in America, April 1, 1835. Judge Willard Phillips, founder and first President of the New 


England Mutual, is pictured receiving the charter from Massachusetts’ Governor Samuel 
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Armstrong. This mural decorates the entrance to the company’s Charter Room. 
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He figured out our futures... 


Exizuk Wricur had a mind like an adding machine, 
the stubbornness of a mule, and a huge capacity for 
worrying about the security of every American family. 


For over half his life Elizuar Wright was a teacher, 

a missionary, and an editor. And then, in 1850, he discovered 
the thing he had to do. He saw what a great blessing 

life insurance could be. But he knew it could be a blessing 
only if it were set up on a sound, sure, mathematical basis 
...8o that there would always be an adequate legal reserve 
of funds to pay off each policy. 


So Elizur sat down and figured, and figured, and figured 
to work out the mathematical formula. And Elizur went to 
the State-house in Massachusetts and argued, and argued, 
and argued with every legislator he could buttonhole in a 
hallway. And because Elizur had a mind like an adding 
machine he finally found the formula. And because Elizur 
was as stubborn as a mule the legislature finally threw up its 
hands and by 1861 had passed laws for non-forfeiture rights 
and the legal reserve. “My work is done,” said Elizur, 
“and life insurance is safe for the women and children 

of the United States of America.” 


But the legislature had other ideas. Any man who was that 
interested in sound life insurance would be a good man to 
watch over it, they reasoned. So they made Elizur Wright 


the first Insurance Commissioner of Massachusetts. 


It has been said that during his eight years as Commissioner 
he did so much work that it would have taken the average 
man 8o years! He kept a great ledger in which he recorded a 
complete record of every policy issued by every company 
doing business in Massachusetts. In one year alone he 
finished over a quarter of a million separate mathematical 
problems. He even invented a calculating machine 

(and a good one!) to help speed his work. 


Today your life insurance agent can tell you just what a 
policy is worth at any time, name its cash surrender 
value to the penny, and point out your exact rights 
under your contract. 


Old Elizur worked it out for you years ago in long columns 
of figures called tables of valuation ...and the principles 
which he fought for are still a guide for company solvency. 


Thanks to life insurance agents there is in force over 

304 billion dollars worth of legal reserve life insurance 
contributing security and peace of mind to today’s 
American families... all resting upon the solid foundation 
laid by old Elizur Wright 100 years ago. 
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National Quality Award 
achieved by 116 Jeffersonians 





The list of Jeffersonians receiving the highly coveted Q Award grows. We 

os salute the 116 high quality Underwriters who, aided by the many PLUS ad- 
vantages which Jefferson’s Mr. 4% enjoys, helped us achieve another record 
breaking year. Their accomplishment is an inspiration to our entire Field 
Organization, 





Mr. 4% says: 
Here are some PLUS FEATURES 


that give me a Sales Advantage 





“My Company has a very fine Educational and Training Program, ike with 
Plus fundamental training for the new and igo underwriter . .-. advancing 





to the more specialized field of selling ... well integrated with constant personal 

Mr 4% assistance. It’s Tops!” 
@ 
Represents “From the record . . . BEST'S INSURANCE NEWS, Life Edition in its analysis of 
Plus ORDINARY LIFE, 20 PAYMENT LIFE and 20-year ENDOWMENT contracts is- 
Jefferson sued in 1933, age 35, shows that Jefferson Standard policyholders pay less than those 
. of other Companies on all three contracts in the highest cash value group.” 

Standard 

“Selling is a pleasure with the fine Visual Sales Aids I receive which help me to get 
Jefferson Standard, now guaran- Plus my interviews off to a good start. These complete ‘merchandisers’ add force to the 
teeing 212% on policies currently presentation and the simplified individualized proposal forms are so easy to fill out. 
issued, has never paid less than This is a great service.” 
4% interest on policy proceeds 
left on deposit to provide income. “My Company’s new PLANNED PROTECTION SERVICE MANUAL is terrific! In 


Plus addition to providing the ultimate in programming technique, the Manual has made 
it possible for my associates and me to increase our average size app to $11,066. It 
is perfect for program presentations.” 


“My Company, for 18 years, has led all major life insurance companies in net rate 
Plus of interest earned on invested assets—4.34% in 1953. This favorable earnings rate 
enables the Company to pay 4% interest on dividend accumulations and policy pro- 
ceeds left with the Company. As Mr. 4%, I can offer my clients this extra benefit.” 





OVER 14 BILLION DoLars Vefferson Standard 
LIFE INSURANCE LIFE INSURANCE COMPANY 
“under ‘JIN FORCE HOME OFFICE + GREENSBORO, N. C. 
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Calls Enlightened 
Aggressiveness the 
lew Look in Selling 


Paul F. Clark Addresses 
Capacity Audience at 
GAMC Opening Luncheon 


By PAUL F, CLARK 


For more than a decade we have 
been operating in the unusual atmos- 
here of shortages of goods while 
plenty of dollars jingled in the pock- 
ets of the consumer. As production 
iscatching up the battle for the con- 
sumer dollar becomes even more 
acute. 

Perhaps it might be timely to take 
alook at a recent article from the 
United Business Review —and I 
quote from “The Challenge of a 
Dynamic Economy”: 

“The American economy is con- 
tantly changing and expanding un- 





Featured speaker at the General 
Agents & Managers Conference 
luncheon, Presi- 
dent Paul F. Clark 
of John Hancock 
talked on “The 
New Look in Sell- 
ing,”’ which he de- 
scribed as being 
dynamic and ag- 
gressive, based on 
an expanding 
economy, compet- 
itive but not de- 
structively so. He 
sid the aggressive competition 
being noted in life insurance may 
be thought by some to constitute 
the new look but those with years 
of experience in the business rec- 
ognize it as evidence of the dy- 
namic quality always inherent in 
the life insurance business. At the 
same time, he warned, public re- 
spect must not be undermined. 
Mr. Clark emphasized the extent 
lo which the general agents and 
managers have control over how 
the companies and their field 
forces build public confidence. 





Paul F. Clark 





der the influence of technological 
innovations, increasing population, 
rising income, and shifting consumer 
preference. The dynamic character 
of industry is underlined by the bil- 
lions that have been expended for 
new plants and equipment since the 
end of World War II. It is the urge 
to grow and develop that has done 
somuch to keep production and em- 
ployment at high levels.” 

In this environment of change, 
the life insurance business cannot 
afford to stand still. Producers must 
constantly search for new approaches 
and new channels of distribution. It 
ls not always necessary to devise a 
new contract in order to develop new 
business. Managements should keep 
(CONTINUED ON PAGE 44) 








MDRT Hour Features Ideas 
on Basic Selling Techniques 


The Million Dollar Round Table 
hour of the NALU convention is 
always a high spot on the program 
because everyone wants to know 
how the big producer gets to be a 
big producer. 

G. Nolan Bearden, New England 
Mutual, Beverly Hills, Cal., chair- 
man of the 1954 Round Table led 





Y 


William T. Earls 


G. Nolan Bearden 


off the MDRT hour Thursday at 
Boston and introduced a down-to- 
earth program that appealed to the 
audience as being extremely usable 
to even the most non-technically- 
minded agent. 

In his opening remarks Mr. Bear- 
den recaMed that the Million Dollar 
Round Table was organized in the 
belief that the development of an 
organization for outstanding agents 
producing large volumes of business 
would result in substantial benefits 
to the general public, to the institu- 
tion of life insurance, and the agents 
themselves. One of the principal 
purposes of the MDRT, expressed 
in the by-laws, he noted, is “to main- 
tain and improve the professional 
standards and prestige of the life 
underwriters and to promote the 
code of ethics of the National Assn. 
of Life Underwriters.” 

While the MDRT has 1,492 mem- 
bers and this may seem a large size, 
Mr. Bearden brought out the total 
membership, which includes 268 life 
members and 1,224 qualifying mem- 
bers, constitutes less than 3% of the 
total membership of NALU and less 
than 1% of all licensed life insur- 
ance agents in the country. 

Mr. Bearden mentioned that one 
of MDRT’s most important qualifi- 
cations is membership in NALU for 
the entire qualification period. He 





The “Million Dollar Profiles” 
talks of C. H. Killen and O. Alfred 
Granum will be found on pages 
11 and 12 respectively. 





said the MDRT is no longer a small 
organization to be run principally 
by a chairman, as in the old days, 
but requires an executive committee 
of five. Paying tribute to his fellow 
committee members, who were 
seated on the platform, he intro- 
duced them: George B. Byrnes, New 
England Mutual, New York City, 





vice-chairman of the executive com- 
mittee, chairman of the program 
committee, and chairman-elect of 
the 1955 Round Table; William T. 
Earls, Mutual Benefit Life, Cincin- 
nati, immediate past chairman; Ar- 
thur F. Priebe, Penn Mutual, Rock- 
ford, Ill., vice-chairman-elect of the 
1955 Round Table; John Kellam, 
National Life of Vermont, New 
Canaan, Conn., chairman of general 
arrangements for the 1954 meetings. 

Mr. Bearden recalled that the 
MDRT has fostered several innova- 
tions at its meetings: room-hopping, 
introduced at the 1951 meeting and 
now used by many insurance groups 
as well as organizations outside of 
insurance; the “buzz session” tech- 
nique of audience participation, in- 
troduced in 1953; the case study in- 
troduced at the 1954 meeting, a 
dramatized presentation of a hypo- 
thetical client’s complete situation 
and its solution. 

“It was a terrific success and is 
believed by many to be the most 
inspiring and instructive program 
ever presented,” said Mr. Bearden. 

Turning to the day’s program, 
Mr. Bearden said that “for fear that 
someone might think that Round 
Table programs are confined to com- 
plex underwriting procedures, I be- 
lieve I can rightfully say that the 
majority of our members are still 
primarily interested in the basic sell- 
ing techniques of insurance. In or- 
der that we might present the high- 
light of our Coronado meeting, we 
are proud to have two of our promi- 
nent and successful members on this 
program this morning.” 

Mr. Bearden then introduced Mr. 
Earls as moderator of the “million 
dollar profiles” panel. 

Mr. Earls, general agent of Mu- 
tual Benefit Life at Cincinnati and 
immediate past chairman of the 
MDRT, quoted from an article by 
Branch Rickey, the famed baseball 
manager, as saying that the three 
qualities essential for success in base- 
ball and any other field are (1) a 
man should feel he is doing a job 
which is worth-while; (2) he must 
have a consuming desire to be great; 
and (3) he must master the little 
details of his trade. 

After the formal talks of the two 
speakers—C, H. Killen, New York 
Life, San Antonio, and O. Alfred 
Granum, Northwestern Mutual, Am- 
ery, Wis.,—Mr. Earls engaged in a 
colloquy with the speakers that 
brought out a number of additional 
points about their ways of operat- 
ing. In substance, this was as follows: 

Question: Smokey, you also do 
some business with professional men. 
What’s your approach when you go 
to see a young doctor? 

Mr. Killen: Well, usually I’ve cir- 


(CONTINUED ON PAGE 42) 


May Seek to Upset Location Decision 


Opposition View 
Cites Rejection of 
Council’s Choice 


Board’s One-Vote Margin 
Also Factor in Keeping 
Locale Issue Stirred Up 


By ROBERT B. MITCHELL 


The decision of the National Assn. 
of Life Underwriters board of trus- 
tees to stick with its choice of Chi- 
cago for the NALU headquarters city 
quickly became big topic of conver- 
sation at the annual meeting at Bos- 
ton. There was some bitterness evi- 
dent, but more bewilderment. 

This was due to the board’s hav- 
ing rejected both the local associa- 
tions’ mail preference poll, which 
favored Washington, D. C., almost 
two to one, and the national council 
recommendation of Tuesday, which 
gave New York a majority over Chi- 
cago in the run-off after Washington 
had been eliminated on the first bal- 
lot. 

Thin Margin 

The feeling among those who 
didn’t like the decision wasn’t helped 
as the word got around that the vote 
in the board in favor of sticking with 
the Chicago decision was nine to 
eight. It seemed like a thin margin 
on which to go counter to the pref- 
erences of the mail vote and the 
council recommendation. Those fa- 
voring New York or Washington 
would doubtless have taken the de- 
cision without grumbling had the 
Chicago choice been supported by 
either the mail vote of the local 
units or the council’s expressed pref- 
erence. 

There was talk of trying to over- 
ride the decision of board by action 
of the delegate body when it meets 
this afternoon. Others felt there 
should be a protest, at least, against 
the rejection of the mail poll results 
and the council’s recommendation. 
The national council does not have 
the power to overrule the board but, 
according to those who should know, 
the delegate body is empowered to 
supersede a board’s actions. 


Sympathy for Board 
At the same time, there was con- 
siderable sympathy for the board’s 
position. Its defenders mentioned 
that many of the mail ballots were 
sent in at a time when the local as- 
sociations had not had an opportu- 
nity to study by any means all of the 
material the backers of the various 
candidate-cities sent out; that the 
board was merely reaffirming a pre- 
viously-arrived-at choice; that the 
trustees could not hope to please 
everyone and could not keep shift- 
ing their choice from one city to 
another indefinitely—they must stand 
firm in one decision or another or 

(CONTINUED ON PAGE 48) 
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Thelma Davenport Tells How 
Big Estate Planning Cases Start 


By THELMA DAVENPORT 

Behind every sale is a market more 
valuable than the sale itself. Capi- 
talizing on this principle is not easy 
but if we will resolve to develop 
each and every first sale to the nth 
degree, I believe we will find our- 
selves and our policyholders work- 
ing together in the job of estate 
planning. It is impossible to pick 
from among the people whom we 
sell for the first time those men and 
women who will continue to grow 
financially, who will reach the top 
of the ladder of success. For this 
reason, it seems to be a good idea 
to treat each first sale as if it were 
the one that eventually would de- 
velop into the estate planning case 
. . - and enjoy the thrill of seeing 
many of these first sales do just that. 


Mrs. Thelma Davenport, Wash- 
ington, D. C., agent of Northwest- 
ern Mutual, specializes in selling 
women and is a leading producer 
for her company. She is a gradu- 
ate of the Purdue women’s insti- 
tute of life insurance marketing. 


A recent publication of the 
LIAMA states, “Life insurance sales- 
men are constantly being bombarded 
with suggestions such as, ‘Build a 
clientele; Give good service; Improve 
persistency; Get repeat business.’ ” 
The salesman could well reply, 
“O.K.,—but where do I start?” Gas 
of the best places to start, and some- 
times the most overlooked, is with 
that first sale we make to a man or 
woman prospect. However small the 
amount, that first sale may well be 
the key to unlimited potential. In- 
stead of thinking in terms of selling 
and delivering an individual policy, 
might I suggest that we serve our 
client better (and insure our own 
future increased income) if we try 
at the outset to create in our new 
policyowner the desire to be not just 
the owner of several policies but the 
builder of an estate, — actually an 
Estate Planner. 

Here is a first sale procedure that 
does work if it is used consistently. 
Perhaps you have a better one; if 
so, use it. If not, want to try this 
one. It has three steps and calls for 
follow-up work. 

Step I. Complete some form of 
fact-finding sheet for each new 
policyowner. 

Step 2. Prepare and leave with the 
first policy delivered a complete pic- 
ture of what can be accomplished 
with a well coordinated insurance 
program in an amount necessary to 
cover his ultimate goals of protec- 
tion and retirement income as 
brought out in the fact-finding sheet. 
(If the new policyowner has not 
been frank in expressing his ulti- 
mate goals, you, the agent, can step 
in and present the picture of what 
was accomplished with a complete 








insurance program by another per- 
son in this policyholder’s same busi- 
ness or profession.) Give him the 
opportunity to take an option 
through the use of term insurance 
on all or part of the complete estate 
plan you present. 

Step 3. Make it clear to this new 
policyowner that you, the agent, 
consider this first purchase the be- 

(CONTINUED ON PAGE 18) 


Ideas by Outstanding Women Agents 


Margaret Willour, Atlanta, Stresses 
Conviction, Enthusiasm, Service 


By MARGARET WILLOUR 

In order to give unselfish service 
to policyholders it is necessary, first, 
to have a sincere desire for and the 
conviction of the need for a better 
understanding of their problems. 
Only by being sincerely interested 
in helping our clients, not our- 
selves via commissions, can we serve 
them with wisdom and_ under- 
standing. 





Margaret F’. Lewis Concentrates 
on Business and Tax Insurance 


By MARGARET F. LEWIS 

Women are at no disadvantage 
when it comes to selling insurance 
for business and tax purposes. As a 
matter of fact, it is a “natural” for 
them. After all, since the beginning 
of time women have been selling 
men on ideas which they actually 
come to believe were theirs originally. 
Wives and mothers are particularly 
adept at this technique. 

“Selling yourself” is a _ two- 
pronged tool. Your prospect must 
be sold on you as a professional un- 
derwriter, and you must be sold on 
what life insurance can do for him. 

Knowledge is essential—technical 
knowledge of life insurance trans- 
lated in a language the prospects un- 
derstand. They aren’t interested in 
life insurance as such, but they are 
vitally concerned with the miracles 
life insurance performs—a guaranteed 
source of income for a much-loved 
family, the continuance of a busi- 
ness if death strikes prematurely, 
conservation of an estate for future 
generations, 

To be sold on what life insurance 


can do for the prospect, is to have 
empathy, a word used by Dr. Nor- 
man Vincent Peale to mean the art 
of imagining yourself in the other 
fellow’s shoes. Empathy is the key 
to “what makes the prospect buy 
life insurance.” 

Enthusiasm for the performance 





Mrs. Margaret Lewis, agent in 
Atlanta for Jefferson Standard, 
was the first woman ever admitted 
to the Atlanta Life Insurance and 
Trust Council. She concentrates 
on business and tax insurance. 





of life insurance is basic in selling 
larger cases. Women, endowed as 
they are by nature with vivid imagi- 
nations, are able to visualize from a 
set of facts what life insurance can 
do in a given situation. Enthusiasm 
is contagious, and the success of an 
effort is largely determined by the 
enthusiasm the underwriter gen- 
erates. 

Patience, a quality with which the 
female is not necessarily endowed, is 

(CONTINUED ON PAGE 37) 





Career Women Becoming More 
Important as Prospects — Helen Millett 


By HELEN F. MILLETT 
My week begins Saturday morn- 
ing when I tackle my desk, which at 
this point is piled high with names— 
referred leads—lists—newspaper clip- 
pings—names I’ve picked up here 
and there—everything! I sit down to 


Mrs. Helen Millett, Penn Mutual 
agent of St. Paul, concentrates on 
retirement income plans. She has 
been her company’s girl of the 
year and is active in the women’s 
division of Minneapolis Assn. 








my telephone and start calling for 
appointments. My daughters’ boy- 
friends have long since learned that 
they just don’t get our line on Sat- 
urdays. Although I still depend on 
sales to men for the bulk of my vol- 
ume, my career women are becom- 
ing more and more important to me. 
This seems to be the very best time 
to reach them, so, though it is a 
gruelling job, I stick at it. When 


Sally, my eldest, brings me lunch on 
a tray, if luck has been with me, I 
am able to ask her to send out our 
letter to four or five names. And 
we're off to a good start! 

On the telephone I say samething 
like this: “Hello, Jane Green? This 
is Helen Millett of Penn Mutual 
Life. Mary Brown tells me that you 
are the best surgical nurse at St. 
John’s hospital. I’ve met Mary be- 
cause I work a great deal with girls 
like you and her—successful business 
and professional women in Twin 
Cities. I help them save money. Last 
week I was telling Mary about a way 
of saving, so that when she is older 
she will get an income every month 
that will go on as long as she lives. 
She liked the plan and thought you 
should know about it. Could you 
have lunch with me on Thursday? 
I hear that is your day off.” If I 
get an appointment or even much 


(CONTINUED ON PAGE 36) 


It is not too difficult to acquiz 
knowledge, but understanding is the 
coupling of knowledge and imagi 
nation. 4 

To care very deeply about ow 
clients’ financial welfare and to cop 
stantly try to increase our capa 
for caring is most desirable. : 

As we all know, money alone c 
not compensate us for our labog 
There must be the satisfaction whi 
comes from a job well done. 

In order to do our job well, c 
vating friendly relationships and 
ing to develop within ourselves thos 
qualities which help us to live “a 





with ourselves and with others i 
indeed, helpful. It is a well-kno 
fact that 80% of the people who fail 
in their “chosen vocations” do 9 
because of their inability to get along 
with people. We all care about peo 
ple or we would not be in life bust 
ness, but we must care more. We 
must care tremendously about the 
survival of the American family. — 
Perhaps, you are gathering the im 
pression that these ideas are too ve 
sionary and not sufficiently realisti¢ 
and factual. Maybe they are. But 
if these ideas have worked and de 
work — perhaps — some of you who 
really know how to write life im 








Mrs. Margaret Willour, New 
York Life agent at Oklahoma 
City, is a well-known insuranee 
speaker both in her home state 
and in company circles. Women 
both married and single, are het 
clients. In 1950, she was Okle 
homa woman of the year of the 
Soroptomist Club. | 





surance will be tolerant of this phé 
losophy which is certainly not new, 
but you must admit is sound. After 
all, man’s intellect is but a speck 
upon the sea of his emotions. 
Now, for some enthusiastic action, 
Too much emphasis cannot be 
placed upon that word enthusiastié 
“Pals,” said a soldier, “are just @) 
couple of guys who are afraid of the 
same thing.” That applies to all of 
us. We are pals because we ale 
afraid of the same thing. I'll not 
take time to elaborate on our mutual 
fears. We all know what they are 
Albert Edward Wiggam says: “If 
you can keep your attention focused 
on courage instead of fear, you call 
walk through hell and be unafraid” 
Surely, we are not afraid to approadi 
our clients on this matter of servidé 
It is, indeed, a truly unselfish ap 
proach. It is a sincere desire tot 
helpful. If new business comes as 
result of this service, and it so ofté 
does, we have ‘cast our bread upét 
the waters” and, may I say, withou} 
sacrilege, it comes back a sandwitt 
Our opportunities to approach 6 | 
clients to give them service have né : 





(CONTINUED ON PAGE 22) 
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Yates Delivers Eloquent Tribute 
To the Business of Life Insurance 


By JOHN W. YATES 

May not each one of us ask our- 
selves here and now, the searching 
question — “Do I truly desire and 
genuinely want a better, larger, and 
more profitable life insurance agency 
than I now have?” If the answer is 
a resounding “Yes” and you are will- 
ing to prove across the days, weeks, 
months, and years ahead that you 
really mean it, then you are ina 
position to go ahead. In that event, 
1 would like to recommend that the 
following steps be taken: 

1. Go into seclusion for 48 hours 
in some pleasant inspiring place 
where you can be absolutely alone, 
so as to get into the throne room of 
your own being. 

2. Write out in your own best 
handwriting, preferably in indelible 
ink, exactly what your production 
goals are, over a one year, five year, 


and ten year period. 

3. Write out a description of the 
specifications, qualifications, age 
range and number of men you want 
in your agency, where you want 
them located, and set a time schedule 
as to when you will have them, not 
if conditions are favorable, but de- 
spite any circumstances or obstacles 
that life can produce. Learn not to 
dignity obstacles by recognizing 
them. 

4. Write out exactly how you will 
go about contacting these men, un- 
der the most favorable circumstances, 
and with the greatest amount of pre- 


selection having taken place by 
agents, centers of influence and 


others, prior to your first interview 
with each. 

. Begin keeping a careful record 
whe every man contacted. In due time, 
you will establish your batting aver- 


age. You will know how many you 
must interview to put one under con- 
tract. Through carefully kept rec- 
ords, you will know in time, how 
many you must induct, train, super- 
vise, and inspire to have one estab- 
lished 
years. Then it is a matter of multi- 
plying. You will know in time, what 
each agent has been worth to you 
net, over a 20 year period. Insist 
upon not less than $250,000 of aver- 
age agency business being delivered 
by each agent his first year, and then 
go on from there to help him develop 
his fullest potentialities. The results 
of an adequate number of such men 
will keep you excited, inspired, 
happy, (for the most part), and 
make you independently wealthy if 
you have been a sound business man. 

6. Write out an organized presen- 
tation of the life insurance business, 
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The CLASS of '54 








D. M. R. W. 
Bodenstab Bolliger Chapman Christensen Eilmes Huette Jackson Jenkins 
North Platte Portland Philadelphia Kearney Spokane Peoria Wichita Sioux City 





R. L. A. L. J. $. F, W. H. C. J. F. J. L. D. 
Klepper Laundon MacDowell Rei Rich Schierberl Silvidi Stine 
Los Angeles Wichita Philadelphia Portland Oakland Indiana Pittsburgh Grand Island 


Our sincere congratulations to these sixteen members of Bankers Life 
of Nebraska’s sales organization, who this year for the first time, qualified 
for the NATIONAL QUALITY AWARD. 

These freshmen now join our rapidly growing group of two to ten year 
upperclassmen—former NQA qualifiers—who set the pace for successful 
life underwriting through the production of high quality business. We are 
proud of every one of them. 

From all of us at Bankers Life of Nebraska, to all of you in attendance 
at this 1954 annual meeting of the 
National Association of Life Under- 


writers, best wishes for a happy, 


profitable meeting. 





Vv 


Bankers Life 
225° Of Nebraska 


HOME OFFICE e LINCOLN 








agent at the end of three © 


learn it thoroughly and then drilj 
for skill until you know everything 
you want to say and exactly how yoy 
are going to transmit your though 
most effectively. In making this pres 
entation, I would suggest that yoy 
point out forcefully that the busines 
has four great and unusual oppor. 
tunities! 

1. The opportunity for contin 





ous personal growth through the 
constant acquisition of knowledge 





Famed as a dramatic and in 
spe oe thoroughly prac 

" , cal speaker, John 

W. Yates, general 
, agent of Massq 
chusetts Mutual a 
Los Angeles, gave 
the concludin 
talk at the Tues 
day afternoon ses. 
sion of the Gen. 
eral Agents & 
Managers Confer. 
ence at Boston 
during the NALU 
annual meeting. His theme was 
that people fall far short of mak. 
ing full use of their capacities and 
their opportunities, Presented 
herewith are two extensive ex. 
cerpts from Mr. Yates’ talk. The 
full talk will be printed by GAMC 
in a brochure for distribution to 
members and for sale to others, 





— 


John W. Yates 





and great truths, then learning how 
to impart them to others in such a 
manner that they will be accepted 
and acted favorably upon. 

2. The opportunity to acquire a 
large number of acquaintances, 
friends and clients among the most 
worthwhile people in his territory- 
people who determine the destiny of 
a community in the great funda- 
mentals underlying its growth and 
progress. 

3. The opportunity to render a 
vital service through assisting people 
in buying money. Money to satisly 
the inescapable needs of individuals, 
families, business enterprises, estate 
owners and investors. Not just “de- 
sired” dollars, but “must” dollars. 
Dollars guaranteed to be delivered 
to the right person in the right 
amount at any predetermined time, 
or when income is cut off or dimin- 
ished through old age, disability, 
death, fluctuation of property values 
or the rise and fall of interest rates. 

4. The opportunity for money: 
making in direct ratio to his intelli- 
gent industry, aptitude and applica- 
tion of knowledge, in all of which 
convince him you are prepared to 
make a distinct contribution as soon 
as he can convince you that he is 
entitled to become an associate in 
your agency. 

Decide exactly what you will do 
to thoroughly train each man, both 
on the job and off during his first 
month, year, and five year period so 








that after that time he will not re 
quire supervision, only cooperation, 
Never deviate from your progral 
without fullest consideration, an 
definite change in plans based upo 
sound experience. Develop tumé 
controls, a work flow system, and 


organized routine around each afi 
(CONTINUED ON PAGE 44) ; 
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Training Courses 
Accident & Health 

Casualty and Surety 
Essentials of Life Underwriting 
Property and Allied Lines 


Monthly Magazines 
Accident & Health Review 


Life Insurer 
Insurance Exchange Magazine 


Bulletin Services 


Accident & Health Bulletins 
Diamond Life Bulletins 

D. L. B. Agent's Service 

Fire, Casualty & Surety Bulletins 
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for all N.A.L.U. members 


our Han d — in heartiest congratulations! 


our Mat __in sincere Welcome before our exhibit 


SPOCHOHHCHCHOHHSHOOHOHOOCOOOEE 


(the spot where old and new friends get together) 


our Mark — indicating Quality and 


Coecreecccceesesoeeeecece Service wherever you see it! 


TO GREET YOU 


§ 
Weekly Newspapers 


The National Underwriter 
(Fire and Casualty Edition) 

The National Underwriter 
(Life Edition) 


Other Services 


Argus Fire Chart 

Argus Casualty Chart 
Estate-o-Graph 

Little Gem Life Chart 

Unique Manual 

Time Saver (Accident & Health) 


Underwriters Hand-Books for 
32 States 


Books on all Iasronce Subjects “‘All-Ways of Service to the Insurance Business’ 





R. H. Lang B. J. Gold 







Fic NATIONAL UNDERWRITER CO. 
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STREET e CINCINNATI 2, OH!0O 
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NALU and Investment Companies 
Issue Joint Statement of Principles 


Clarification of the respective roles 
of the life agent and the mutual fund 
salesman moved a big step closer this 
week with the issuance of a joint 
statement including an eight-point 
list of guiding principles, by National 
Assn. of Underwriters and National 
Assn. of Investment Companies. 

The statement was prepared by 
the recently appointed joint com- 


mittee of the two organizations. It 
was approved by the investment com- 
pany’s governing body this week and 
by the NALU board of trustees at the 
annual meeting in Boston. 

The main point is that there is 
agreement that a coordinated plan 
for family financial security needs 
life insurance against premature 
death of the breadwinner and “un- 





FOUR BIG STEPS 


INCREASED AND 


Use of rate book 
eliminated. Each 
folder contains rates, 
dividends, cash val- 
ues, etc. A Tremend- 
ous Aid to Your 
Everyday Selling. 


Guaranteed 
Estate 
Complete informa- 
tion and proposal for 
five for one Jumpin’ 

Juvenile. 


Savings Presentation 
All sales needs included for 
Life Paid-up at Age 65 and 
Endowment at Age 65. 


Security Presentation 


‘All details are included for Endowment 
at ree 85 and Preferred Risk Ordinary 


Life. 


Investment Presentation 
Includes necessary information fer presenting 


Retirement Income at Age 65. 


EASIER SALES 













"Providing sound coverage ak reasonable 


44 
DOH 





TZ Fe J 


of course. 


Name. 


cost through competent representatives” 


NATIONAL LIFE 
Insurance Company U 





Simple and complete. See fer yourself. We'll be glad te 
send you the complete series. Jact fll is the coupes. 


General Agency Inquiries Invited 
Please send me your four sales alde. Ne obligation 

















der proper circumstances, the owner- 
ship of equity investments, including 
investment company shares as a 
means of sharing in the long-term 
growth of the American economy.” 

The gist of the eight guiding prin- 
ciples is as follows: 

1. Each of the two _ businesses 
should understand the product, func- 
tion and service of the other. 

2. Only through careful study of 
life insurance and investment com- 
panies by mutual fund salesmen and 
life agents, respectively, can this un- 
derstanding be effected, hence there 
should be basic text and reference 
material provided by each business 
for the other’s representatives, 

3. It is essential that the agent and 
the mutual fund salesman recognize 
the importance of the role each busi- 
ness plays in serving the American 
people. 

4. It is important that investment 
company salesmen recognize life in- 
surance as a basic tool in creating im- 
mediate estates as a means of pro- 
tecting against the hazards of pre- 
mature death and the part that in- 
surance can play in providing guar- 
anteed sums for the emergency needs 
of families. 

5. It is important that the life in- 
surance agent recognize that invest- 
ment-company share ownership pro- 
vides an excellent means of partici- 
pating in the growth and prosperity 


of the nation’s economy and to ob-. § 
tain the benefits of diversification 


and professional management. 


6. There should be no compensa- d 


tion paid to mutual fund salesmen 
for the sale of life insurance nor to 
life insurance agents for the sale of 
mutual fund shares. 

7. The life agent and the invest- 


ment company salesman should rec- © 


ognize each other as experts in their 
own respective fields and should not 





Notable Session 
Of WQMDRT 


Women’s Quarter Million Dollar 
Round Table featured a panel dis- 
cussion by four outstanding women 
agents with Mrs. Florence McCon- 
nell, John Hancock, Galesburg, IIl., 
the new chairman of the 
WQMDRT, as moderator. The four 
talks were exceptionally valuable be- 
cause each participant described her 
methods in specific detail, avoiding 
generalities. 

The meeting was opened by AI- 
berta M. Light, chairman of the 

(CONTINUED ON PAGE 48) 
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Dr. Gregg Heads 
American College 


Dr. Davis W. Gregg, dean of 
the American College since 
1951, was elected president by 
the board of trustees at its an- 
nual meeting in Boston Tues- 
day. He succeeds the late Dr. 
David McCahan. 

Herbert C. Graebner, dean 
of the college of business ad- 
ministration of Butler Univer- 
sity, will succeed Dr. Gregg as 
dean Feb. 1. 

Before becoming dean, Dr. 
Gregg had been assistant dean 
since 1949. 











attempt to advise clients in the 
other’s field. 
8. Harmonious relations between 


the insurance agent and the invest- 











Among this year’s recipients of the 
CLU designation at Boston is Jean Fran- 
ces Essex, agent of Northwestern Mutual 
Life at Portland, Ore., who is the first 
daughter of a CLU to win the designa- 


tion. Miss Essex’s father is Freeman 
Essex, also a Northwestern Mutual 
agent at Portland, and is in Boston as 
one of the group of 25-year CLUs be- 
ing honored at the convention. Miss 
Essex was one of her company’s top 
women producers for 1953. They are 
pictured here at the Statler. 





ment company salesman should be 
maintained for successful financial 
planning for the public. 

Benjamin Salinger, Mutual Bene- 
fit Life, New York City, and _presi- 
dent of New York state Assn. of Life 
Underwriters, heads the NALU com- 
mittee on investment companies. 











Hancock, Dayton, O.; M. W. Peterson, Lincoln National, Charlotte, 


N. C.; William D. Davidson, Equitable Society, Chicago; and Albert C. Adams, 


John P 


Hancock, Philadelphia. In the background are Harold P. Cooley, New 
England Mutual, general chairman of the Boston Life Underwriters Assn. com 
vention 


committee; and Robert E. Turner, Equitable of Iowa, president of the 


Boston association. 
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All our portly friend needs to protect his social stand- 
ing is just a few yards of cloth, tactfully tailored. Partial 
Coverage here can be quite disastrous. Partial Coverage 
can be equally disastrous for the unhappy client who 
finds himself faced with a long series of hospital bills or 
the loss of many paychecks caused by a disabling illness. 


Unless your clients are fully covered with a Combined 
Income Protection, Accident, or Health policy, they may 
well blame you for offering an incomplete program. The 
agent who offers only a partial program to his clients is 
rewarded with only a partial income, too. 


Combined Insurance Co. of America 


5316 N. Sheridan Road 2817 Maple Avenue 


Dallas, Texas 








the | Chicago 40, Illinois 


XUM 


Combined American Insurance Co, 


But Sir... You’re only Partially Covered! 


If you are not yet enjoying the many benefits of offer- 
ing the flexible Combined Plan to your clients, it will pay 
you to write today to Jack Olson, Disability Department, 
Combined Insurance Company of America, for further 
information about the wonderful program available to 
you. New opportunities are available for aggressive, 
qualified life and casualty agents. 


Remember . . . Partial Coverage is not good enough 
for your clients .. . and a partially equipped agent is only 
a partially paid agent. 


Combined Group of Companies 


W. Clement Stone, President 


Hearthstone Insurance Co. of Mass. First National Casualty Co. 


Fond du Lac 
Wisconsin 


395 Commonwealth Avenue 
Boston, Massachusetts 
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Kimball Gives Steps 
for Avoiding Failure 


By FRED G. KIMBALL 

This has been a truly outstanding 
convention in the greatest year of 
insurance selling in the history of 
our business. Over $36 billion of 
life insurance will be put in force 
this year by field men representing 
approximately 800 companies. You 
might wonder why anyone would 
even consider injecting the word 
“failure” into such a rosy picture. 
It is because in spite of constantly 
increasing life insurance sales, in 
both quantity and face amount, 
better than one out of every two 
men entering the business still fails 
in his first year. 

Yes, in spite of all that has been 
learned about the necessary charac- 
teristics for success, distilled from 
the experiences of many expert 
salesmen, men still inadvertently 


plan for failure because they will 
not consciously plan for success. In 
other words, no man plans to be a 
failure, he just doesn’t plan not to 
be one. None of these characteris- 
tics, or essentials, are new, unique 
or startling. As a matter of fact 
you are completely familiar with 
each and every one of them and in 
this instance familiarity will not 
breed contempt. Perhaps the follow- 
ing story will illustrate my point. 
Early in World War II, as you 
may recall, Montgomery and the 
British troops were having a rough 
time with Rommel in Africa. As 
history shows, the British Army was 
being beaten rather badly in the 
field and their morale, as well as 
that of the British people, was at a 
very low point. About this time 
Churchill decided that some drastic 








Woodmen Accident 


Builds F or The Future 


The continuing growth of Woodmen Accident and As- 
sociated Companies is reflected in the construction of a 
new home office building that will be completed in mid- 
summer, 1955. While designed to be an efficient work- 
shop, the new building will symbolize the strength and 
security that the Woodmen Companies mean to thousands 


of insureds. 


A pioneer in personal insurance since 1890, the 
Woodmen Companies are proud to be a part of the great 
institution of life, health and accident insurance. No other 
field of endeavor has contributed so much to the stability, 
security and peace of mind of the American people. 


E. J. Faulkner, President 
R. L. Spangler, Exec. Vice President & Sec’y, 


ALL FORMS OF LEGAL RESERVE LIFE, 
HEALTH, ACCIDENT AND HOSPITAL INSURANCE 


WOODMEN 


ACCIDENT & LIFE CO. 
CENTRAL ASSURANCE CO. 
CENTRAL LIFE INSURANCE CO. 


Old line legal reserve companies — Established 1890 
LINCOLN, NEBRASKA 





action should be taken and he called 
General Montgomery back to Lon- 
don for a conference. 

They discussed the situation and 
it was pointed out, quite tactfully, 
to Montgomery that certain steps 
should be taken immediately. One 
of the suggestions that Churchill 
thought would be helpful was for 
Montgomery to move in with his 
troops, eat with them, sleep with 
them and, in general, subject him- 
self to the same field conditions that 
his fighting men were experiencing. 

Montgomery supposedly responded 
to this suggestion in the negative. 
He pointed out that as an officer it 
was his responsibility to send his 
men into battle and oftentimes to 
death. He felt that he must live 
apart so as not to become too fa- 
miliar with them and risk losing 
their respect. His final argument 


hinged mainly on the proverb, “fa- . 


miliarity breeds contempt.” 


Familiarity Necessary 

At this point Churchill is said 
to have responded, “Monty, may I 
suggest to you that without fa- 
miliarity you can’t breed anything.” 

It is a proven fact that familiarity 
with and the application of certain 
essentials will help you breed suc- 
cess. It makes a difference what kind 
of a man you take to your prospect 
tomorrow. Let’s step back, take a 
look at this man, and see how he 
measures up. 

Is the man in your shoes a self- 
starter? 

Successful underwriters are. 

There is an old saying “He who 
chops his own wood warms himself 
twice.” How true that is of our 
business. It is no secret that success 
in selling life insurance is the result 
of individual effort. While there are 
many people eager to help, you are 
operating, in the finest sense, a sole 
proprietorship. It is your individ- 
ual responsibility to get yourselves 
out of bed in the morning, collect 
an idea or two, and begin making 
calls. You, as underwriters, must de- 
velop the ability to overcome iner- 
tia. Inertia, as you recall, is the 





ability of a body at rest to remaiq 
at rest, or the ability of a body in 
motion to remain in motion. Per. 
haps this point can best be summed 
up by a story Woody Woodson tell; 
of the modern day car. 

Today, he says, an automobile 
weighing upward of a ton of stee| 
and rubber, can hurtle over the road 
at speeds in excess of 100 miles 
hour in high gear. As a matter of 
fact, speeds in excess of 130 miles 





Fred G. Kimball, who spoke a goa 


the general session Friday morn. 

: ing on “Are You 
Planning for Fail. 
ure?” is a C.L.U, 
and manager of 
basic training of 
New York Life, 
He is a graduate 
of the Purdue In. 
y stitute, of which 
he was named as. 
sociate director in 
1950. He taught 
parts I and II of 
the L.U.T.C. and CLU classes and 
at the same time served as presi- 
dent of Lafayette (Ind.) Life Un. 
derwriters Assn. He is a graduate 
of University of Rochester and 
during the war was a captain of 
artillery. 


Fred G. Kimball 





per hour were attained at the In- 
dianapolis Speedway last Memorial 
Day. However, the gear that is cap 
able of driving a car at such tremen- 
dous speed does not have a sufficient 
amount of power to move it from 
the curb when it is at a standstill. 
The force of inertia is at work and 
it takes a low gear, followed by sec- 
ond and then high to get the car 
rolling at such a tremendous speed. 
In like manner, when the car is 
travelling at a breakneck pace, it 
requires a tremendous amount of 
braking power to bring it to a halt. 

The same set of facts apply to the 
“self-starter” life underwriter. The 
spark in his ignition is an idea, he 
shifts into gear as he approaches a 


prospect, and builds the sales mo- 
(CONTINUED ON PAGE 33) 
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insurance sales and service. 





Boston Mutual and its many N.A.L.U. members are giving 
fullest support to this big 1954 Convention in our home city. 
We congratulate the Association for the valuable contribu- | 
tions it has made over the years to the advancement of life 


HOME OFFICE: 378 STUART ST. 
2 BLOCKS FROM THE STATLER 


WELCOME 
TO 
BOSTON 
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Killen Tells How Selling Formula 
Proved Out in Actual Experience 


By C. H. KILLEN 


I stand up here in all humility 
in front of a distinguished group 
of underwriters. I know I am not 
going to attempt ‘to tell you about 
any sales methods or suggest that 
any of you do anything I have 
even thought about. I know that 
we are all working toward the same 

1 and we all have different 
ways Of arriving there. You market 
your merchandise one way and some- 
one else does it another. I know I 
would starve to death trying to do it 
the way some of you do and a lot 
of you would probably quit if you 
had to do it like I do, but that is 
what makes some people like Fords 
and some Chevrolets, I suppose, and 
it is a good thing it is that way be- 
cause it would be awfully boring to 
the public if we all used the same 





C. H. Killen, New York Life, 
San Antonio, generally known as 
“Smoky,” was one of two featured 
speakers in the “Million Dollar 
Profiles” portion of the Million 
Dollar Round Table hour at Thurs- 
day’s general session, He believes 
that if a man sets a goal for him- 
self within his capabilities — but 
not too far within them—and has 
sincerity, good health, and free- 
dom from home problems, he can 
just about write his own ticket in 
the life insurance business. 





thing. 

It has been suggested that my sub- 
ject be in connection with “Goals or 
Objectives in Life Insurance Sell- 
ing,” what they do and what they 
mean for a life underwriter. I have 
been told that if you were not really 
sharp on a subject you should talk 
about something you have actually 
experienced yourself. So, if you will 
forgive me, I am going to reminisce 
alittle and go back to my first year 
in the business. 

I had the good fortune of placing 
amillion dollars worth of insurance 
my first year in the business, and to 
be rewarded for that, they send a 
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couple of hundred of our leading 
agents to the Top Club Council. At 
that time it happened to be at the 
Greenbriar Hotel in West Virginia. 
I had been to SMU and had had a 
little training with our company and 
managed to barely squeeze out my 
qualification my first year to get me 
up to Greenbriar, but I had never 
had the good fortune of attending a 
teal meeting. 

My whole outlook on the life in- 
surance industry was changed right 
then and there in those three or four 
days 1 spent there. I had bought a 
mce little car and my wife and I 
thought we would impress everyone 
there with it, but I tell you we were 
ashamed of the damned thing be- 
tause everyone had big Cadillacs, 
diamonds, minks for their wives and 
big black cigars, and in fact, they all 
impressed the hell out of me. 

The talks I heard and the positive 


manner, like everyone of you sitting 
here have, always does it to me—a 
little fuzz on the back of my neck 
raises up after I leave a meeting like 
this. 

Anyway, they all seemed to have 
one thing in common, they were so 
enthusiastic about their business and 


seemed to know where they were go- 
ing. I watched them hand Ed Mintz 
the gavel for being our company’s 
leading man in the United States 
and I thought right then and there 
if an old country boy like Ed can 
lead the company selling 100 cases 
then a hard worker could probably 
get out there and sell 300 or 400 
cases and do the same thing. 
Anyway, I began to plan on next 
year’s meeting, which I intended to 


lead. I walked straight upstairs and 
told my wife that I wanted to lead 
this company next year. She said, 
“Mister, you are crazy and I surely 
don’t want you to say anything in 
front of anyone like that—they are 
liable to run us off from this meet- 
ing. Let’s wait until it is over, then 
you can talk.” She knew I was up 
in the clouds and she could see I had 
that old spirit. I have had it ever 
(CONTINUED ON PAGE 32) 
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SALES 


Liberal Underwriting — 
you may be surprised at our favorable consideration of such histories 
as — skull fracture, malaria, diabetes, gout, prostatectomy, hyster- 
ectomy, ruptured intervertebral disc, etc. 

Complete Juvenile Underwriting — 
including payor benefit. Progressive Protection policy, written 0-15, 
automatically expands fivefold at age 21 without increase in premium. 

Business Insurance — 
with flexible settlement options enables you to carry out programming 
to meet individual needs in connection with Stock Purchase, Stock 
Retirement and Partnership Purchase Plans. 

Flexible Settlement Options — 
provide almost unlimited methods for distribution of proceeds including 
privilege of taking part in cash and part under options or of leaving 
at interest temporarily and changing to another option later. 

Disability Income Provision — 
provides $10 per month per $1,000 with coverage to age 60, issued 
to males 21-55. 

Premium Payments Can Be Changed at Any 
premium due date, not necessarily the policy anniversary, giving 
flexibility of payment dates in arranging programs. 

Both Renewable and Convertible Term — 
also popular policies combining Ordinary Life and Term. Riders 
designed to cover the outstanding balance of a mortgage or to pro- 
vide family protection may be attached to basic policies. 

Special Class Underwriting 
offered in wide range with issues in substantial amounts up to 500% 
of expected mortality in many cases. 

Group Coverages — 
complete across-the-board underwriting. Our convenient nation-wide 
Group district offices expedite service. 

Premiums Accepted 
up to 20 years in advance at 2!2% discount. Maximum amount con- 
sidered on individual basis. 

55% Graded Commission Schedule. 

Pension Trust Service — 
complete comprehensive coverage without farming out portions of 
your case. 

Liberal Dividend Schedule — 
results in low net cost. 
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Granum Strips Down Mechanism 
Of 7-Step Simple Programming 


by O. ALFRED GRANUM 
I believe that the first job of the 
life insurance salesman must be to 
devise a method of getting at a man’s 
needs and of helping him to want 
to do something about satisfying 


them. The method I use is a simple 
programming procedure. There are 
seven steps to my plan and I would 
now like to review them with you. 
The first is to get a name. 
It must ‘be the name of a man 30 
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years old, married, with children, 
earning $6,000 a year with an in- 
come potential at least double that, 
and having a background somewhat 
similar to my own. This last quali- 
fication, that his background be sim- 
ilar to my own, I believe to be of 
the utmost importance. 

Step number two: I write the pros- 
pect a letter. That letter reads as 
follows: 

Letter Second Step 

Dear Mr. Prospect: 

Within the next few days I plan 
to telephone and ask permission 
to call on you sometime at your 
convenience for not more than 
10 minutes to show you our life 
insurance programming service. 
This service is designed to help 
men correlate their life insurance 
with the other assets in their es- 
tates. 

After you have seen what it is 
like, you will be in a position to 
decide whether or not you would 
like to have the service performed 
for you. 

Very truly yours, 
O. Alfred Granum 

Step number three is to telephone 
the man. When I reach him on the 
telephone, the conversation starts 
out as a review of the letter I had 
written to him. This is what I say: 


“OK, OK,” Joe said. “Give me 
the list. I'll take your name off” 
That’s the way I feel about it, | 
don’t argue either. 

If at the age of 30, mind you~ 
he’s afraid to expose himself for 10 
minutes to the possibility of getting 
a new and helpful idea, do you 
think I want to waste my time talk. 
ing to him? 

On the average, I get in every 
other time. , 

Tihe fourth step, for the man who 
grants permission, is to make the 
first personal call. 

When I’m face to face with him, 
I say: 

“Mr. Prospect, J appreciate hay. 
ing this chance to meet you. Where 
can we sit down in private for 10 
minutes?” 

And he takes me to the private 
place. If he doesn’t, the interview is 
over as far as I’m concerned. I'll 
not attempt to talk his business and 
mine in front of a group of curious 
onlookers. 

As soon as we are seated, I say: 

“Mr. Prospect, this programming 
service which I wrote you about con- 
sists of three steps. They are these: 

“First, I sit down with a man who 
is interested in making long range 
plans for the correlation of his life 
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of Insu rance Man With Endu rance seems to us, among the entire popu- America today” once told the story 

‘ind you~ lation of our community, armed with of how, early in his insurance career, 

self for 10 By JOHN F. GRIFFING must learn before we can earn. a fountain pen and some application he made a $250,000 sale in 15 min- 

of getting] ., Home office training courses, in- forms, looking for the first prospect. utes. 
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of my life. The opportunity to share 
this platform with so many promi- 
nent and distinguished persons from 
all parts of our great country is one 
that, in all modesty, came to me by 
surprise. I consider it a great honor 
io have been invited to speak to you 
today, and I am grateful for it. 

I have been asked to speak about 
“The Man with Endurance’’—which 
means you—and me. 

I shall endeavor to do this by 
sharing with you some of my experi- 
ences as a life insurance agent of the 
John Hancock Mutual. 

' A colleague of mine, when it first 
became known that I had accepted 
an invitation to address this conven- 
tion, said, “Of course, everybody 
knows that an insurance man can 





John F. Griffing, assistant dis- 
trict manager at Oakville, Conn., 
for John Han- 
cock, joined the 
company in 1950 
at Bridgeport and 
in 1953 was top 
combination 
agent. An army 
veteran, he spent 
three years’ in 
Italy with the 
combat engineers. 
His talk at the gen- 
eral convention 
session Thursday 
morning was entitled “The Man 
With Endurance.” 





John F. Griffing 





out-talk even the whole membership 
of a woman’s club, but I don’t know 
what it will be like; an insurance 
man talking to a whole audience of 
insurance men.” 

He’s here today, and I hope he 
gets a satisfactory answer as to what 
it’s like. 

You and I are members of a busi- 
ness that is engaged in a service, the 
standards of which have been set 
consistently higher and higher 
through the years. Yet, even though 
it is a service which we are perform- 
ing, we must sell it, persistently, 
and persuasively, and effectively. 

It has often been said that ‘“‘insur- 
ance is never bought; it must be 
sold.” That is so true, as pertaining 
to the life insurance field at least, 
that it properly may be considered 
as an axiom of our profession. 

Whether your activities are de- 
voted principally to the industrial 
field, as mine have been, or whether 
it is ordinary life insurance to which 
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you devote your talent and your 
ume, we all are fortunate in our 
respective companies’ enlightened 
concept of their responsibilities to 
the new men, who may come into 
the life insurance field from many 
varying walks of life. 

Some of you older men know that 
this was not always so; but today, in 
Msurance as well as in nearly every 
other profession or occupation, we 


seminars, much book work, quizzes, 
and even a period under supervision 
and instruction in the field—all, or 
most of these, are in our background. 
Yet, no matter how brief or how ex- 


that it is not the first prospect who 
is the most difficult. It is more likely 
to be the 10Ist, or even the 1,00Ist. 

This is where the ‘Man with En- 
durance” comes in. 


trate the most important point about 
his technique in selling, which was 
to ask questions. He didn’t attempt 


to tell prospects who raised objec- 
(CONTINUED ON PAGE 28) 
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Continental American has built its 
expansion program upon the creed... 
*‘quality not quantity ”’ 


associated with us—with emphasis on quality rather 


A SOUND SALARY PLAN of Compensation for new men which 


attracts superior men and pays substantial extra rewards to 


those who can successfully qualify. 


A COMPLETE KIT of organized Visual 


Sales tools to enable men to get 


into production quickly. 


THOROUGH TRAINING for these men 


in the use of definite and proved 


sales methods with continuing assistance 


in the field. 


CAREFUL AND EXPERIENCED 


SUPERVISION during their 
development period. 


THE RESULTS FOR THE FIRST HALF OF 1954 


New Life Insurance 52% ahead of last year. 


41% of Face Amount produced by new men in their 
first two years with the Company. 









CONTINENTAL AMERICAN LIFE INSURANCE COMPANY 


WILMINGTON, DELAWARE 
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Dr. Hutchinson, at CLU Dinner, 
Warns Against Dangerous Leaders 


By DR. R. C. HUTCHISON 

In the insurance business, you are 
engaged in the art of persuading 
people to do something which is for 
their own good and their own se- 
curity. You may not have realized 
that in this endeavor you are con- 
fronted by the opposition of the 
most reactionary force in history. 
This reactionary force may be called 
“social compulsion.” It is the use of 
force and compulsion to achieve 
worthy social objectives. In your 
special field this reactionary force 
expresses itself in compulsory insur- 
ance plans, in social security which 
is largely compulsory and will be 
more so. It is expressed in all state 
and federal welfare measures the 
payment for which is compulsory 
through taxation and the acceptance 
of which is unavoidable. It is ex- 
pressed in industrial and _ institu- 


tional retirement and benefit plans 
which are in effect compulsory. 

Within this general area of eco- 
nomic needs and above the still ris- 
ing tide of compulsion, you as life 
underwriters still serve as the expon- 
ents of economic values and benefits 
only through the persuasion of free 
men. 

It may not be for long. If the so- 
cialized state toward which we have 
been so rapidly moving is achieved, 
you may find yourselves out of this 
profession of education and persua- 
sion and into the business of being 
some kind of economic slave-drivers. 
It is therefore appropriate that you 
consider on this occasion the issue 
in society between compulsion and 
persuasion. You should realize that 
along with the ministry, the teach- 
ing profession—along with remnants 
of free enterprise and along with 
the science of politics—you are ex- 
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ponents of persuasion in society. You 
are going to decide probably in your 
lifetimes whether you want to keep 
it that way. The fate of your busi- 
ness as a profession may be deter- 
mined by your decision. 

Tyranny and its component hu- 
man slavery have, throughout the 
ages, been motivated by a variety of 
purposes. There has always been 
greed for economic gain, passion for 
personal power, the perversion of 
various fears, and illogical sadism. 
But strangely there has always been 
another motive appearing in all 
tyrannies which is certainly queer 
among its bedfellows. This strange 
and uncongenial motive for tyranny 
is the passion for public and per- 
sonal good, impatient of the slow 
processes of persuasion and therefore 
with a convert’s fanaticism for the 
compulsions of tyranny. 

In all periods of history we find 
ruthless conquerors extolling the 
liberations which they bring to the 
peoples being conquered, boasting 
the culture or civilization which is 
supposed to lie in the ashes of the 
conquest. ‘The rapacious colonialism 
of the 19th century gloried in the 
benefits which were foisted on the 
peoples of Asia and Africa. The 
bloody treacheries of our own con- 
quest of the Indians were defended 
as a civilizing process. American 
slavery of the Negro was something 
of a compulsory missionary enter- 
prise, as some believed. A vivid il- 
lustration of this was John Newton, 
captain of a slave ship, who himself 
led divine worship twice each Sun- 
day with only the planks of the deck 
separating him from the chained and 
stifled slaves below. This is the man 
who wrote the hymn, “How Sweet 
the Name of Jesus,” who said in his 
diary, “I never knew sweeter nor 
more frequent hours of divine com- 
munion than in my last two voyages 
to Guinea.” Happily John Newton 
later corrected his thinking, but he 
carried on the slave trade convinced 
that it was a species of missionary 


enterprise transporting the African 
from heathen darkness into the light 
of Christian civilization. 

One need not read deeply in Mein 
Kampf or the literature of fascism 
and nazism to realize that mingled 
among other passions, fears and mo. 
tives was that of redeeming the 50. 
cial order from the corruptions of 
freedom and democracy. Hitler fre. 
quently appealed for world peace 
which would actually have been the 
international peace of a conquered 
and subjected world. He sought in. 
ternal peace and unity, the peace of 
enslaved institutions. This was sim. 
ply the style in which compulsory re. 
form appeared in Europe. 

The same movement appeared in 
America and the western democracies 
in the social radicalism which we 





Principal speaker at the CLU 
dinner and conferment exercises 
was Dr. Ralph Cooper Hutchin. 
son, president of Lafayette college, 
Dr. Hutchinson warned against 
those leaders in the field of eco. 
nomic security whom he called 
“the impatient disciples of force 
end political power”, saying that 
“they will make men _ secure 
whether men want it or not and 
by methods of mass compulsion 
regardless of the convictions of 
those masses.” 





have suffered the past quarter cen- 
tury. This radicalism was bent on 
social progress and welfare but. al- 
ways by compulsion, never by the 
slow program of persuasion. Hence 
its compulsions called themselves 
liberalism but were in the direction 
of tyranny and slavery, were and are 
fundamentally reactionary and anti- 
liberal quite regardless of the nobil- 
ity of the objectives. 

We reach the nadir of human free- 
dom and the apex of human enslave- 
ment in soviet communism. Here 
the ultimate objectives are for the 
most part good. They probably in- 
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RAY H. PETERSON, PRESIDENT 


The Pacific National Man Is Doing 


SOME VERY 
PLEASANT 
PLANNING! 


Qualified producers for Pacific 
National are planning for conven- 
’ tions at the Del Coronado in San 
: Diego in 1955 and Hawaii in 
¢ 1956. Of course, all Pacific Na- 
Z, tional agents enjoy a non-contri- 
Z% butory pension plan and top com- 
¥ mission contracts in representing 
z Pacific National Life Assurance Co. 
HOW ABOUT YOU? If inter- 
ested, write Kenneth W. Cring 
about the excellent agency open- 
ings with,.. 





PACIFIC NATIONAL LIFE ASSURANCE CO. 


411 EAST SOUTH TEMPLE 


SALT LAKE CITY, UTAH 
°K. W. CRING, V.P. & SUPT. OF AGENCIES 
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clude racial equality, classless society, 
economic justice, social security, sci- 
entific progress, and world peace. But 
any recognition of such is almost 
stupid in view of the means adopted 
for the attainment of the professed 
objectives. These means are the con- 
quest of the nations of the world by 
brutal and ruthless terror and by 
force unequalled in history by all 
of its Ghengis Khans; the conquest 
of man himself through the terror 
of liquidation, torture, internment 
camps, forced labor, and slavery; the 
conquest of the human mind through 
the perversion of education and in- 
struction, the delineation of research, 
the promotion of false propaganda; 
and through the mass brain-washing 


, of the millions of Russia, the satel- 


lites and of Asia. Whatever the pur- 

es, the method is the ultimate in 
the ruthless use of unmitigated forces 
the purpose of which is the control 
of mankind. 


Evil Prophecy 
Even that control is not enough. 
Their greatest philosopher (Bernal) 
implies all the above measures plus, 
when he says, 
“We shall find many new dreams 


of controlling life to an extent hith- 4 


erto undreamt of... . 

“The new techniques of tissue and 
organ culture make us feel that at 
last we are beginning to understand, 
and at some time may be able to 
mould, the development of living 
matter. What such control could 
mean to mankind cannot yet be 
imagined. ... 

“Genetics furnished us with an- 
other quite independent means of 
modifying life through selective 
breeding, and even by the creation 
of mutations.” 

In summary, it is not enough to 
control the world, the nations, the 
mind of man through the horrible 
power of science but now we must 
plan to control in advance the na- 
ture and form and thought of the 
unborn generations. 

I want to summarize this by tak- 
ing another of Bernal’s sentences 
and interpreting the same, either 
correctly or incorrectly, through the 
addition of two words: “The social- 
ied integrated scientific world or- 
ganization is coming”. . . by force! 


. and by Contrast 

By contrast with this rising tide of 
force, we can appreciate the signif- 
cance of those who also seek the 
establishment of justice and right- 
eousness and peace but who do so 
by persuasion. This is the teacher 
in his classroom, the researcher in 
his laboratory, the writer in his 
study, the preacher in his pulpit, the 
business man selling his merchan- 
dise, the manufacturer producing 
something which is better at less cost. 
This is the politician trying to per- 





F inter- 
, Cring 
j open 


CO. 


CIES 





suade the legislative body or the 
electorate of the validity of some 
policy. This is that great part of 
lree enterprise in which free men 
are taught, exhorted, persuaded, 
‘sold” on something. It is the proc- 
ss by which a free man is finally con- 
vinced of this or of that. In a broad 


Ohsner Tells How 
to Create Business 
Insurance Prospects 


Agents selling business life insur- 
ance must take their knowledge of 
the subject and go out and create 
prospects, C. S. Ohsner, independ- 
ent producer, Columbus, O., advised 
the second general convention ses- 
sion of National Assn. of Life Under- 
writers. Creating a prospect is en- 
tirely different from finding a pros- 
pect. In one instance the agent is 
dependent on luck or on something 
else; in creating the prospect, he is 
dependent on himself. 

To create the prospect the agent 
must take himself and his knowl- 
edge and walk into a place of busi- 
ness in his town and say that he 





C. S. “Red” Ohsner opened his 
independent brokerage office in 
Columbus, O., in 
1946, after 16 
years with two 
companies as an 
> agent and three 

' with a third as 
_ general agent, His 
' average sized case 
| is approximately 
| $100,000 and 
95% of his pro- 
duction is in some 
form of business 
life insurance, on which he writes 
extensively and speaks frequently. 
A former Ohio State fullback, he 
is on the staff of the Purdue Insti- 
tute. He addressed the general con- 
vention session Thursday morning 
on “Business Life Insurance in 
Today’s Market.” 





C. S. Ohsner 





wants to talk over the subject of 
business life insurance. The pros- 
pect will probably say he isn’t inter- 
ested and the agent must then point 
out that even if he isn’t interested 
in life insurance, he must be inter- 
ested in his business and if so he 
must be interested in what will 
happen to that business six months 
after he, the owner, is dead. 

Emphasize how simple business 
life insurance is, Mr. Ohsner ad- 
vised, pointing out that the only 
thing the agent must know is how 
the business is controlled—sole pro- 
prietorship, partnership or corpora- 
tion—and the value of it. Show the 
prospect that business life coverage 
must be basically sound regardless 
of what the present or future tax 
position may be. 

But, he said, both income and 
estate taxes work to the insurance 
buyer’s advantage because income 
taxes reduce profits. This means less 
money available to purchase a busi- 
ness and the federal estate taxes 
force the sale of a business. 





use of the term it is the evangeliza- 
tion of the world through reasoning, 
education and the progressive dis- 
covery of truth. 

(CONTINUED ON PAGE 20) 
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THE GENE HAYS AGENCY 


NEW ENGLAND MUTUAL LIFE 
INSURANCE CO. 


80 Federal Street 
Liberty 2-0553 


The Underwriting Clearing House 
Ray Desautels-Brokerage Dept.-Chester Perrine 


Boston 10 











FRANK T. BOBST 


General Agent 
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MUTUALJLIFE INSURANCE COMPANY 


N, MASSACHUSETTS 


BROKERAGE DEPARTMENT 


CLIFFORD D. STROUT 
Associate General Agent 


49 Federal Street HAncock 6-0022 Boston 10, Mass. 








FOSTER S. BOOTHBY 


Manager and Associates 
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THE MUTUAL BENEFIT LIFE 
INSURANCE COMPANY 
NEWARK, NEW JERSEY 


F .D. HASELTON, General Agent 
40 Central St., Cor. Bread Boston 9 
LAfayette 3-6310 
J. S. Buchanan 
Office and Brokerage Manager 
A. G. Boardman, C.L.U. 

Assistant General Agent 


PAUL REVERE LIFE INSURANCE CO. 
Worcester, Mass. 
MALCOLM MORSE 
GENERAL AGENT 
1228 Little Bldg., Boston 16, Mass. HA 6-1140 


Frank Lazarus, District Manager 
Providence, R., I. GA 1382 
Edward J. Delehanty, Agency Asst. 
Boston, Mass. HA 6-1140 


THE WINSLOW COBB 
Insurance Agency 
WINSLOW S. COBB, JR., General Agent 


THE CONNECTICUT MUTUAL LIFE 
INSURANCE COMPANY 


50 Congress Street, Boston 9, Mass. 
HUbbard 2-0400 








NEW YORK LIFE INSURANCE CO. 


BOSTON BRANCH 
J. FRANK BURKE, MANAGER 


HUbbard 2-4900 75 Federal Street 
Boston, Mass. 


JOHN C. PAIGE & COMPANY 


Life Department 


BOSTON 
NEW YORK - PORTLAND - LOS ANGELES 


MERLE G. SUMMERS AGENCY 


NEW ENGLAND MUTUAL LIFE 
INSURANCE CO. 


Sixty Federal Street 
Boston 








DAVID B. MCEWAN AGENCY 
THE LINCOLN NATIONAL LIFE 


BILL COHEN, MANAGER 
BUNKER HILL AGENCY 
THE PRUDENTIAL INSURANCE CO. 
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STATE MUTUAL LIFE 
ASSURANCE COMPANY 
OF WORCESTER, MASS. 


GEORGE M. C. GOODWIN 


























OF AMERICA 
INSURANCE CO. General Agent 
Home Office: Newark, N. J. R F WAGNER 
Suite 601 Phone: CApitol 7-5730 Geo. E. Nasif Paul S. Jacobson Alice Mehos Sinaia Agent 
109 Washington St. Boston 8, Mass. Div. Mgr. Agcy. Ass’t. Office Supv. LAfayette 3-7610 KEnmore 2-401] 
HAncock 6-3283 45 Milk St., Boston, Mass. 84 State Street | Boston, Mass. 10 Newbury Street 
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INDEMNITY INSURANCE CO. 
EDWARD J. HANRAHAN 
General Agent 
Richard E. Eames, Jack J. Furman 
Charles L. McCarthy, Simon Kraus 
Ralph S. Taylor, Herbert A. Larson 


50 Congress St. Phone Liberty 2-0284 
Boston, Mass. 








THE UNION CENTRAL LIFE 
INSURANCE CO. 


T. L. FOWLER, C.L.U., MGR. 


Vernon E. Blagbrough, C.L.U., Group Mgr. 
Charles H. Kenyon, Ass’t. Mgr. 
Richard W. Benjamin, Supervisor 


80 Federal St., Boston, Mass. Liberty 2-4970 
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Pliny Jewell, Jr., Assoc. Gen. Agt. 
Herbert Jaques, Jr., Brokerage Assistant 



























































CApitol 7-8300 53 State St. 
Boston, Mass. 
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batasaaier R. ee Manager National Association Life Underwriters 
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How Estate Planning Cases Grew 


(CONTINUED FRAM PAGE 4) 





ginning of a continuing business re- 
lationship; that you will keep him 
posted on developments in the insur- 
ance field that might in some way 
affect his estate-building plans; that 
you are available for questions or 
discussion any time he wants to tele- 
phone you; and that you plan to 
periodically review his financial 
growth and his progress on his estate 
building because. you want to see 
him take advantage of every oppor- 
tunity as the years go by to build the 
kind of financial security he wants 
for himself and his family. In other 
words, offer to serve as his insurance 
counselor and then proceed to act 
like one, from that day forward. 
There’s nothing  earth-shaking 
about any one of these three steps. 
You’ve doubtless tried them all, but 
the surprising thing is how many 
times doing the simple things results 
in packages being turned into pro- 
grams and programs into estate 
plans. May I take you with me to 
look in on several young men and 
women who became esta’e planners? 


And notice, please, that it was the 
policyowner in each case who got 
excited and became the builder of 
the estate,—not the agent alone. 

It is 1944...a young woman 
owns a $1,000 policy; her husband is 
overseas in the army medical corps. 
She is not insurance-minded; in fact 
she is somewhat sarcastic in her quips 
about insurance salesmen. We 
worked hard to sell her a small en- 
dowment and followed the three-step 
procedure we had set down for our- 
selves—fact finding sheet; picture of 
what could be accomplished with a 
$25,000 coordinated insurance estate 
on her own and her husband’s lives; 
made it clear that we planned to re- 
view her financial growth periodi- 
cally. Followed through with little 
success until 1946. But 1946 to 1954 
saw five additional policies in their 
estate for a total of $65,000 and four 
referrals resulting in seven sales. 

It is 1945 . . . a young law clerk 
owns several small policies, one 
bought when he worked part-time at 
the home office of a large insurance 
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Agents Enjoy 62% Average Increase In New Paid Business 


Yes, eyery month of 1953 showed a sub- 
stantial increase in new paid business over 
the corresponding month of any other 
year in Lafayette Life’s history. June 
broke all records with a jump of 176% 
...and the average increase of ’53 over 
'52 was 62%. No wonder so many more 
general agents ace becoming so enthusi- 
astic about Lafayette Life! Thanks to their 


Lafayette 


LIFE INSURANCE COMPANY 


LAFAYETTE, INDIANA 


close association with the parent company 
(not too big or too small) plus effective 
use of progressive policies and powerful 
sales tools, these agents ... both old and 
new... also are setting new personal 
records every month. If your personal paid 
business is $250,000 or more, it will pay 
you to investigate now. Write in confidence 
to M. V. Goken, Director of Agencies. +. 








Inquiries invited from Indiana, Ohio, Ulinois, Michigan, Iowa, 
Nebraska, Missouri, Pennsylvania, Wisconsin, Kentucky, Tennessee, 
Virginia, Wyoming, Texas, Minnesota and adjacent states. 





company. We sold him a small 
family income type contract and 
showed him what could be accom- 
plished with eventual ownership of 
a $40,000 insurance estate. We sug- 
gested an option on the entire 
amount with a definite timetable 
for conversion of such option to 
equity-building insurance. Followed 
up with periodic reviews. Estate was 
built to $40,000 by 1950 and to 
$100,000 by 1952. You see the law 
clerk had become a partner in one 
of the country’s outstanding tax at- 
torney firms. 


It is 1948 . . . a hot August night. 
A young doctor earning $120 a 
month in residency and his wife sit 
discussing their dreams of the future. 
We suggested to them a $5,000 ordi- 
nary life policy and after much dou- 
ble checking of their small budget 
they agreed they could swing it—on 
a quarterly basis. We followed our 
three-step procedure; fact finding 
sheet; picture of what could be ac- 
complished with a $50,000 insurance 
estate, laying emphasis on living 
values. The couple laughed at our 
audacity in even suggesting that they 
look at a $50,000 insurance estate 

. we laughed with them. It was 
ridiculous, wasn’t it? The follow-u 
file shows, however, that by 1949 an 
option had been taken on the entire 
$50,000, it was converted to equity- 
building insurance by 1952; by 1953 
the estate picture was adjusted up- 
ward to more closely approximate 
the standard of living this young 
doctor had established for his family. 
And in April, 1954, we had the pleas- 
ure of delivering an additional 
$50,000 to complete an estate plan 
that had been laughed at by all con- 
cerned back in 1948, 


It is 1950 . . . a young woman 
doctor starting in practice—sharing 
an office—in debt for equipment— 
owner of one small policy. We tried 
hard to sell her another but no sale. 
We decided to follow the three-step 
procedure anyhow and showed her 


what could be accomplished with 
substantial program combining no, 
cancellable health and accident j 
surance and flexible retirement jp 
come insurance. Assured her we we 
satisfied she was unable to start ap 
program right away but also assure 
her we were available—as close as he 
telephone — and would review he 
financial growth regularly. We did] 
Result: By 1954 she had built hel § 
security plan to $500 a month ip 
come replacement in event of illnes 
or accident and $500 a month fo 


retirement. 


In closing, may I point out sever 
things these people had in common 
1. All were in low income bracket 


at the time of the first sale. 


2. All had bought their first polio 
from some other agent in some othe, 


company. 


3. All laughed at the audacity of 
an agent even suggesting that the 
would ever be able to even conside| [f% 
owning a re 


estate. 


4. All were given the opportuni 
to take an option on whatever par 
of the estate plan presented they fel 
financially unable to support on; 
permanent basis, but with this sug 
gestion went a definite suggestei 
time-table for conversion to equity 


building insurance, 


5. All were urged to telephone ™ 
any time, especially whenever a 
agent of some good company pre 
sented a special policy for their con. 
sideration, so that together we couli 
decide whether or not it fitted into 
their long-range estate planning. 
6. All received regular check-up 
on their financial growth and the a. 
surance that “Rome wasn’t built in 
a day” and neither could they ex 
pect their own financial security ty 
be built except bit by bit but con 
tinually being built nevertheless. 


THI 











7. All got excited about hen L. | 


their estates and as a result provet 
to me that estate planning does star 


with the first $1,000 policy. 





specializing exclusively in 


as close to you as your telephone. 


JAMES H. JARRELL, President 





Tue Critical Period Plan is designed 
to help you — and the home-buyer. This 
low-cost plan covers home-payments dur- 
ing the critical period following death 
— or disability due to illness or accident. 
It helps guard against delinquencies, 
the loss of good will and extra collec- 
tion costs that result from foreclosure. 


Old Republic is the largest company 
consumer 
credit insurance. Fourteen regional of- 
fices and the Chicago home office bring 
the counsel of our experienced field-staff 


OLD REPUBLIC CREDIT LIFE INSURANCE COMPANY 


Executive Offices, 307 N. Michigan Ave., Chicago 





The CRITICAL PERIOD PLAN 


combines broad coverage and low cost 


NATION-WIDE OFFICES 
SOUTHEASTERN REGION 
Atlanta: $72 Peachtree St., N.E. 
Charlotte: 915 Fugate Ave. 


Resident Vice President 

Birmingham: 13 Hollywoed Bivd. 

Resident Representative 

New Orleans: 4706 Perlita St. 
SOUTHWESTERN REGION 
Dallas: 1511 Bryan Street 


Resident Representative 
Tulsa: 5945 East 3rd Street 

MIDWESTERN REGION 

Chicago: Bell Bullding 
Resident Representative 


Mi Is 
520 U PI., Excelsior, Minn. 


Resident Ri tative 
Omaha: 1805 Seuth 24th 
ROCKY MOUNTAIN REGION 
Denver: 1615 California Street 
PACIFIC REGION 
San Francisco: 235 Mentgemery St. 
Resident tative 
Les Angeles: 101 S. Burlington 
EASTERN REGION 
Washington 


: 1001 Connecticut Ave. N.W. 


Resident Representative 
Woodmont, Conn. 34 Anderson Ave. 
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MATURIN B. BAY & ASSOCIATES 


THE PRUDENTIAL INSURANCE 
COMPANY OF AMERICA 


“Mit” Bay, C.L.U. 


Arch Davis 
Jim Shevlin 


135 S. LaSalle St. 
CEntral 6-3930 


Joe Carmen 
Ed Schell 


Suite 1246 











Your Brokerage and Surplus Business Solicited 
All Forms of Ordinary Group and 
Pension Contracts 
Non-Cancellable Accident and Health 


JOSHUA B. GLASSER ASSOCIATES 
General Agents 
CONTINENTAL ASSURANCE COMPANY 
Illinois Leading Life Insurance Company 
39 So. LaSalle Street 
Chicago 3, Illinois CEntral 6-1296 








THE HUNKEN 
AGENCY 
THE CONNECTICUT MUTUAL LIFE 


Telephone CEntral 6-5700 
One North LaSalle Street, Chicago 








H. G. SWANSON 


General Agent 


BOB SWANSON, C.L.U. 


Associate General Agent 


NEW ENGLAND MUTUAL LIFE INSURANCE CO. 
Telephone HArrison 7-8090 
3300 Board of Trade Building 
Chicago 4, Illinois 


CHICAGO’S LEADING 


EXTEND CORDIAL GREETINGS TO THE 
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DON K. ALFORD & ASSOCIATES 
Brokerage Exclusively 
THE PRUDENTIAL INSURANCE 
COMPANY OF AMERICA 
Brokerage Managers 
A. P. Lasker and G. L. Schomburg 
Agency Assistants 
L. M. Walter—J. J. Crotty 
Suite 870, Board of Trade Bldg. 
WaAbash 2-5311 


For Service—Information—Field Assistance 


THE EARL C. JORDAN AGENCY 
MASSACHUSETTS MUTUAL LIFE 
INSURANCE COMPANY 


Suite 1616, One North LaSalle Bldg. RA 6-0060 
Earl C. Jordan, General Agent 
Carl F. Tagge, Ass't. Gen. Agt. 








FREEMAN J. WOOD 


General Agent 


LINCOLN NATIONAL LIFE INSURANCE CO. 


208 S. LaSalle St. Tel. CEntral 6-1393 
An Agency Well Equipped To 
Handle Brokerage Business 


RALPH L. WELCH 


General Agent 


BANKERS LIFE INSURANCE COMPANY 
OF NEBRASKA 


“Brokerage Is Our Business" 
Suite 418—208 S. LaSalle STate 2-2293 


GENE NYQUIST 


Manager 


JEFFERSON STANDARD LIFE INSURANCE CO. 
"Home of Mr. 4%"—— 


Life Insurance Pension Plans 


Brokerage 
Suite 1074 WEbster 9-4797 
141 W. Jackson Bivd. 











NOTHHELFER-LECK AGENCY 


General Agents 
STATE MUTUAL LIFE INSURANCE CO. 
John B. Nothhelfer Walter C. Leck 


134 S. LaSalle St. Chicago 3, Ill. 
STate 2-7447 


FRANK G. LOTITO 
General Agent 
LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


120 S. LaSalle St. 
CEntral 6-5631 


Suite 528 


CHARLES E. BUTLER 
General Agent 


FIDELITY MUTUAL LIFE 
INSURANCE COMPANY 


Tel. HArrison 7-3255 


1084 Board of Trade Bldg. Chicago 
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Life - Substandard - Wholesale - Group 
Accident and Sickness—Hospitalization 
Group Pensions—Pension Trust 


FRED. S. JAMES & CO. 


New York Since 1858 San Francisco 
Pittsburgh INSURANCE Minneapolis 
Buffalo One N. LaSalle Street Portiand 


Los Angeles Chicago 2, Illinois Seattle 


RAPPAPORT AGENCY 


General Agents 


PACIFIC MUTUAL LIFE 
Earle S. Rappaport, C.L.U. 
Eugene Rappaport, C.L.U. 
141 W. Jackson Bivd. HArrison 7-7244 


NATHAN FUTTERMAN 
General Agent 
GUARANTEE MUTUAL LIFE 
COMPANY 
— "Brokerage Exclusively"— 


Suite A-1105 175 W. Jackson Bivd., Chicago 








Incorporated General Agents 
CONTINENTAL ASSURANCE COMPANY 
Chicago Brokers Find our Ground Floor 
Offices Easily Accessible 
Unexcelled Service in All Lines of Insurance 
SAM LELAND, MGR. A. H. WOHLERS, MGR. 
Life Insurance Dept. Health and Accident Dept. 
201 S. LaSalle St., Chicago 4 
621 S. Spring St., Los Angeles 14, Calif. 











RAYMOND J. WIESE AGENCY 


Provident Mutual Life Insurance Company 
One N. LaSalle St. Bidg., Phone Financial 6-0915 
We invite brokerage in Life and 
Non-Can Accident & Sickness Insurance 


Raymond J. Wiese, Gen. Agft. 
Ray M. Wiese, Agcy. Ass't. 











Telephone—Financial 6-3000 Chicago HArrison 7-2958 
YOUNGBERG-CARLSON CO. THE One Sing, Sometnn, ne poor Surpies and 


If we can't issue it—we tell you who will 


JOHN W. LAWRENCE, C.L.U. 


General Agent 


MASSACHUSETTS MUTUAL LIFE 
INSURANCE COMPANY 


135 S. LaSalle St. ANdover 3-1020 
Chicago, Illinois 
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FERREL M. BEAN 
General Agent 
39 South LaSalle Street’ 


Telephone RAndolph 6-9336 
Chicago, Ill. 








NEW YORK LIFE INS. CO. 


Lakeside Branch 
Wheeler Tracy, C.L.U., Mgr. 

Philip Tuzi, Brok. Mgr. 
Specializing in Brokerage & Surplus Business 
Life—Major Medical—10 to 24 Life Group 

A&S—Hospitalization—Pension Trusts 
Room 1014 39 S. LaSalle St. 
STate 2-4603 








J. GORDON MICHAELS 
Branch Manager 

CONTINENTAL ASSURANCE COMPANY 

Associates: 
Jerry Kirchberg 

John Deering 

Jerry Groom 

Cele Lammers 

175 W. Jackson Bivd. 
Chicago 


WaAbash 2-3410 








GEORGE C. BEHRNS 
General Agent 
NEW ENGLAND MUTUAL LIFE 
INSURANCE COMPANY 
Oldest New England Mutual 
Life Agency in Chicago 


105 W. Adams St. 
CEntral 6-1300 


Chicago 


Robert J. Murphy & Associates 
Robert J. Murphy, C.L.U., Manager 
Assistant Managers 
J. T. Ritchie, C.L.U., Lee Zoeller, M. J. Bowens 
M. J. Weil, Agency Assistant 
YHE PRUDENTIAL INSURANCE 
COMPANY OF AMERICA 


Suite A-1820 Insurance Exchange Bidg. 
Telephone HArrison 7-2500 


THE A. D. CROW AGENCY 


THE LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


CEntral 6-8013 
208 S. LaSalle St. 
Chicago 


Suite 821 








ROBERT L. SEILER 
Manager 
—"Brokerage oe 


PAUL REVERE LIFE 
INSURANCE COMPANY 


208 S. LaSalle St. RAndolph 6-7364 


THE UNION CENTRAL LIFE 
INSURANCE COMPANY 


Eimer J. Grandson, Mor. 
Robert E. Craig, Supvr. 
208 S. LaSalle St. STate 2-8600 


THE LIFE INSURANCE COMPANY 
OF VIRGINIA 


Richmond, Virginia 
J. J. MILLER, Mgr. 0D. A. MEDARIS, Assoc. Mgr. 
Suite 776-208 S. LaSalle Street 








General Agents 
“Brokerage Exclusively" 


THE MANHATTAN LIFE 
INSURANCE COMPANY 
OF NEW YORK 


CEntral 6-8648 





120 S. LaSalle Street Chicago 


General Agent 
LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


111 W. Washington St. 
RAndolph 6-6588 


Chicago 


Chicago Chicago ANdover 3-6876 
FREDERICK |. SMITH W. J. DOWD Psy A 


Profitable Agency 
Opportunities Available 


Regional Office 
120 S. LaSalle St. 


F. J. BUDINGER 
REGIONAL SALES DIRECTOR 


Chicago 








LAMB, LITTLE & CO. 
General Agents 
COLUMBIAN NATIONAL LIFE 
INSURANCE COMPANY 


Life-Accident-Health-Hospitalization 
Group and Franchise Coverages 


11 S. LaSalle S¢#. Chicago 
Financial 6-4680 


STUMES & LOEB 
General Agents 
THE PENN MUTUAL LIFE INSURANCE CO. 


Suite 1525 
One LaSalle Street Building, Chicago, IIl. 
Telephone RAndolph 6-0560 


An Agency Especially Equipped to Educate 
and Develop Steady Producers 


THE HENRY W. PERSONS 
AGENCY 


MUTUAL OF NEW YORK 


Telephone FRanklin 2-9700 
38 S. Dearborn St. 
Chicago 


Suite 605 








MOORE, CASE, LYMAN & 
HUBBARD 


General Agents 


(hn Hane 


murvas 117B INSURANCE COMPANY 


C. T. Rothermel, Jr., C.L.U. 
Earl Montgomery—Gene O'Reilly 








175 W. Jackson Bivd. Chicago 
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HAMILTON FERGUSON 
General Agent 
OCCIDENTAL LIFE INSURANCE COMPANY 
— "Brokerage Exclusively"— 


Since 1943 
135 S. LaSalle St. 
ANdover 3-1883 








W. A. ALEXANDER & COMPANY 


General Agents of 


THE PENN MUTUAL 
LIFE INSURANCE COMPANY 


Wade Fetzer, Jr. C.L.U. John H. Sherman 


135 South LaSalle St. FRanklin 2-7300 
Chicago 
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Conviction, Enthusiasm, Service 


(CONTINUED FRAM PAGE 4) 





—with the changes in the internal 
revenue code — been multiplied by 
the number of our policyholders. 
Can you think of any of your policy- 
holders who do not need service at 
this time? 

A major in the air force, who was 
visiting in our city, recently came to 
our office to have his policies re- 
viewed. One of these policies was 
with our company. The major had 
been out of the U. S. for two years 
and had had no opportunity to have 
his policies serviced. We soon dis- 
covered he did not have world-wide 
aviation coverage without which his 
policies were of small value. After 
showing him the inadequacy of his 
protection, he bought $25,000 addi- 
tional insurance with world-wide 
aviation coverage. I had never met 
this man before nor did we have any 
mutual friends. He told us he 
bought from us because we im- 
pressed him with our sincere desire 
to help him and not with an ap. 
parent interest of what it would 
profit us, 

Quoting from Don Blanding‘s Joy 
Is An Inside Job. “It’s not so much 
how far you go, as how much you see. 
It’s not so much how much you see, 
as how much you learn, from what 
you see. It’s not so much how much 
you learn, as how much you do with 
what you learn from what you see, 
as you go—wherever you are trying 
to go.” 

A doctor policyholder in our com- 
pany moved to Oklahoma City about 
eight years ago and his name was 
referred to me as service agent. I 
learned he did not have the premium 
waiver and double indemnity on his 


policy. Upon appointment, I found 
he knew very little about insurance. 
He applied for the features on his 
policy with us and for a sizeable 
amount of insurance at the same 
time. He has bought more insurance 
from us since that time besides be- 
ing one of our best centers of influ- 
ence. Nothing unusual about this 
you say? Well, no, but just another 
instance of service paying off. 

No doubt, most of us have given 
much much time in helping veterans 
with their insurance problems. I 
think one of the most interesting ex- 
periences in connection with G. I. 
insurance I have had was this one: 
A widow of a veteran and a friend 
of mine came to me with the dis- 
turbing information that the gov- 
ernment had refused to pay the 
death claim on her husband’s $10,000 
G. I. policy. The reason for refusal 
to pay the claim was that the policy 
had, according to government rec- 
ord, lapsed for non-payment of pre- 
mium. Her husband, incidentally, 
was no longer in the service. This 
woman had business sense. Many of 
us women do—honestly. Due to the 
fact her husband had died of lung 
cancer after several months illness, 
she had been especially careful about 
paying insurance premiums, keeping 
all relevant information. We se- 
cured photostats, etc., and with just 
one carefully written letter, includ- 
ing complete and authentic infor- 
mation, she received payment of the 
claim. 

What happened to me as a result 
of this? Well, over a period of seven 
years $60,000 insurance on her life 
and the lives of her two children. 
Not a big deal, of course not, but 








(YUE ¢ ¢ here again is tangible proof of Indianapolis 


Life’s continuing efforts to provide its field 
associates with the best tools of the trade— 
and its policyholders with the best protec- 
tion and service—by supplementing a com- 
plete line of life insurance contracts with 


ACCIDENT & SICKNESS 
INSURANCE 


The moderate cost and liberal benefits of 
this “new addition” will materially increase 


the earnings of our field associates. 


Water H. Huent, President 





¢ ARNOLD Bere, C.L.U., Agency Vice-President 


INDIANAPOLIS LIFE 


INSURANCE COMPANY 
Mutual—Establisbed 1905 


INDIANAPOLIS 7, INDIANA 





AGENCY OPPORTUNITIES in Illinois, Indiana, lowa, Ohio, Michigan, Minnesota, Missouri, North Dakota, Texas 





good business as a result of unselfish 
service. 

Illustrations such as these and bet- 
ter are common to all of you, I am 
sure. After all, most talks and panel 
discussions at conventions are a re- 
view of the fundamentals which we 
know but the importance of which 
we often forget. 

I am sure many of you, as did I, 
read and greatly appreciated the 
article by Robert L. Walker, vice- 
president of NALU titled “Let Him 
Be The Servant” recently published 
and reprinted in Life Association 
News. Without Mr. Walker’s permis- 
sion, but I trust with his approval, 
may I quote from it: “The service 
concept knows no company bounda- 
ries. Cooperation in the policyhold- 
ers’ best interest, between competing 
agents as fellow members of NALU 
is proverbial... . Among life in- 
surance practitioners both in the 
field of selling and in the executive 
and administrative departments, 
there are those who seek first their 
own personal advantage, and there 
are those dedicated to a service con- 
cept, who place absolutely first the 
best interests of the policy owner of 
any company, and who render to 
him that service and that considera- 
tion which, in the same circum- 
stances, they would desire for them- 
selves.” 

Service sells—no matter what the 
type of merchandise. Service sells 
insurance—and we women consider 
these services privileges and not just 
responsibilities. 

We can never afford to become 
complacent about our business re- 
gardless of our financial success, but 
must ever be alert to our opportuni- 
ties for unselfish service through 
which we give of ourselves to our 
clients freely and honestly. 


State Law Group 
Backs Outlawing of 
Tontine Policy Sales 


Report of state law and legis- 
lation committee, Oren D. Pritch- 
ard, Union Central Life, chairman. 


Again we are faced with a big year 
in the field of state legislation, a year 
when some real accomplishments can 
be expected. Forty-four state legisla- 
tures convene in 1955, which means 
that our legislative committees in 
those states have a job cut out for 
them. Their success will be directly 
proportionate to the amount of ad- 
vance planning that they do, and 
the amount of effort that they put 
into carrying out those plans. 

In 1954 only 11 states met in regu- 
lar general sessions, so that the 
majority of our committee has been 
working on plans for 1955. 

[Editor’s note: At this point in the 
actual report there is a state-by-state 
summary of legislative activities.] 

Agents’ qualifications and licens- 
ing legislation: The ever present de- 
sire for better qualified field men is 
no less than it has been in the past. 
Career life underwriters have in- 


sisted in the past, and will continue 
to insist, on better agents’ qualifica. 
tion laws and on more strict adher. 
ence to and administration of those 
qualification laws that have been 
adopted. It is certainly in the inter- 
est of the policyholders of this coun- 
try that they be served by the best 
qualified men that it is possible for 
life insurance companies, through 
their managers and general agents, 
to present to the insuring public. 
Therefore, it behooves our associa- 
tions in those states that do not have 
adequate laws on this subject to con- 
tinue to work for the enactment of 
the NALU model qualification and 
license bill or of laws that at least 
incorporate the fundamental fea- 
tures of that model bill. 

Tontine Policies: At the midyear 
meeting, NALU’s legal staff was in- 
structed to draft a suggested form of 
bill, expressly outlawing the sale of 
tontine and semi-tontine policies, 
and to present the bill to the Na- 
tional Assn. of Insurance Commis- 
sioners for approval. These instruc- 
tions have been carried out and the 
proposed bill is now being studied 
by the NAIC committee on laws and 
legislation, which, we are hopeful, 





DISTURBING ? 
CHALLENGING ? 


YES, PROBE Is ALL 
THAT AND MORE! 


It gives you the news you 
won't get elsewhere and 
tells you it is going to hap- 
pen. 


Visit the P ROBE ex- 
hibit booth today in Parlor C 
and see what this new paper 
by Ralph Engelsman and 
Halsey Josephson can give 
YOU as a life insurance 
man. 


PROBE pvatisnep 


EVERY OTHER WEEK 


SPRING VALLEY ROAD 
OSSINING, N. Y. 














HERMAN A. ZISCHKE 
Organization, Inc. 
CONSULTANTS ON 
Employee Benefit Plans 
Pension - Profit Sharing 


SAN FRANCISCO CHICAGO 
111 Sutter Bldg. | 1 No. La Salle St. 
YUkon 6-6568 Financial 6-1370 
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will make a favorable report there- 
on at the forthcoming midwinter 
meeting of the NATC. Meanwhile, 
we recommend that the board ol 
wustees and the national council go 
on record as specifically approving 
the proposed bill in the form in 
which it is set forth in exhibit A, 
shown below. 





— 
EXHIBIT A 


Suggested Bill Outlawing 
Tontine, Semi-Tontine, or 
“Jack Pot” Policies 


Notwithstanding any other 
provisions of the Insurance Code 
to the contrary, no life insur- 
ance policy other than Group 
Insurance and Fraternal Insur- 
ance shall hereafter be delivered 
in this State: 

1) Which does not constitute 
the entire contract between the 
parties and which does not pro- 
vide in the contract the amount 
and manner of payment of bene- 
fits, and the consideration there- 
for. 

2) Which contains a_provi- 
sion for the segregation of pol- 
icyholders into mathematical 
groups and providing benefits 
for a surviving policyholder or 
policyholders of a group arising 
out of the death of another pol- 
icyholder or policyholders of 
such group, or any other similar 
provision. 

3) Which contains a _ provi- 
sion providing benefits or values 
for surviving or continuing pol- 
icyholders contingent upon the 
lapse or termination of other 
policyholders, whether by death 
or otherwise. 

4) Which contains a_ provi- 
sion that on the death of anyone 
not specifically named therein, 
the owner or beneficiary of the 
policy shall receive the payment 
or granting of anything of value. 











We also recommend that associa- 
tions in those states that do not 
presently have laws clearly prohibit- 
ing the sale of tontine and semi- 
tontine policies promptly take steps 
to bring about the enactment of this 
bill. 

Group Life Insurance: We wish to 
remind the NALU membership of 
our association’s policy to press for 
the enactment of the NAIC group 
life insurance definition and espe- 
cially, the $20,000/$40,000 amount 
‘limit formula contained therein, in 
those states that do not now have 
statutory maximum limits on the 
amount of group life insurance that 
can be written on a single life. 
Tie-In Sales of Insurance and 
Securtties: It will be recalled that as 
a result of the great concern ex- 
pressed by our membership at and 
prior to the midyear meeting over 
the growing practice of certain com- 
panies to write decreasing group 
term life insurance coverage for in- 
stallment purchases of mutual fund 
shares, President Gilmore appointed 
a special committee to draft ap- 
| propriate remedial legislation to pre- 
vent the tie-in sale of life insurance 
ind securities and to present such 
suggested legislation to the National 
Assn, of Insurance Commissioners at 
the latter’s annual meeting in June 
‘lor approval. A suggested bill (in 
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the form set forth in exhibit B, 
shown below) was drafted by the 
above-mentioned special committee, 
working in cooperation with NA- 
LU’s legal staff, and was presented 
by the staff to the life committee of 
the NAIC in June, as directed. We 
are in hopes that the NAIC com- 
mittee will report favorably on the 
proposed bill at its 1954 midwinter 
meeting. 


Meanwhile, as in the case of the 
proposed anti-tontine bill discussed 
above, we recommend that the board 
of trustees and the national council 
specifically approve the present form 
of the bill and that the associations 
in those states where such tie-in sales 
are not presently prohibited by law 
work for its enactment as quickly as 
may be feasible. In this connection, 
we should like to point out that 
while at least some of the companies 
writing this type of coverage may be 
expected to continue to write it so 
long as it is legally permissible, we 


have reason to believe that they will 
not oppose legislation designed to 
prohibit it. Furthermore, our pre- 
sent impression—which, of course, 





EXHIBIT B 


Suggested Bill to Prevent 
the Tie-In Sale of Life 
Insurance with Securities 


No life insurance company do- 
ing business in this state shall 
directly or indirectly, or by any 
of its employees, agents or other 
representatives, participate in 
any plan to offer or effect any 
kind or kinds of insurance for 
delivery in this state or covering - 
persons resident in this state as 
an inducement to, or in combi- 
nation with, the purchase by the 
public of any stocks, bonds or 
other securities of any type. 











could be wrong—is that this type of 
legislation will have the support, or 
at least the acquiescence, of many in- 
dividual insurance commissioners. 


Credit Life Insurance: At the mid- 
year meeting our committee chair- . 
man pointed out to the national . 
council and the board of trustees ; 
the large number of abuses that were ° 
spreading in the field of credit life» 
insurance as the result of excessive ’ 
commissions being paid to lending! 
institutions and their representatives : 
(particularly in the small loan busi-:. 
ness) in connection with the sale of 
this type of insurance. The board 
and the council then adopted our 
chairman’s recommendation that our 
state associations should work for 
the enactment of legislation which 
would have the effect of prohibiting 
the payment, directly or indirectly, 
of any commissions, fees or other 
compensation to lending institu- 
tions or their representatives in con- 
nection with the sale of credit life 
insurance. 

We again join with our chairman 
in urging that this type of legislation 
be given prompt consideration by 
our various state associations. 








Here are the “Three Musketeers” of Prudential’s 1. 
advertising — Network Television, Newspapers and 
Network Radio. This is the trio that backs up 


Prudential representatives. 


Network. 


papers. 


They work constantly to familiarize the public 


with The Prudential, Prudential men, and Pruden- &. 


tial insurance. 





“You Are There” Sundays on the CBS Television 


2. Sunday Magazine Sections of over 100 news- 


“Fibber McGee & Molly.” Five nights a week 


on NBC Radio. Starts Sept. 26th. 


The Prudential 


INSURANCE COMPANY OF AMERICA 
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SUB-STANDARD and SRP 


Earl H. Weltz & Company is a separate Organi- 
zation — operating independently of all Life 
Insurance Companies—applying the "Lloyd's 
of London" idea to the Life Insurance Business. 


We are not in the employ of any Company 
but represent many companies as general 
agents. Because of the broad scope of 
coverage, provided by these Companies col- 
lectively, we are equipped as a Life Insurance 
Clearing House, to furnish to every man in 
the Life Insurance Business no matter where 


located— 


A UNIVERSAL SERVICE 





First Year and Renewal Commissions are paid and ope to 


EARL H. WEL 


LINCOLN LIBERTY BUILDING p 


Telephone: — 


| 
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| SRPLUS LIFE INSURANCE 


Our specialty is Extra Risk or Sub-Standard 
Life Insurance. For large cases, either standard 
or sub-standard, we can supply the surplus 
amount required beyond your own Company's 
retention. We are not in competition with your 
own Company but we would like to work with 
you on risks which they do not accept — or 


on surplus. 
@ 


Each Company we represent has been carefully 
analyzed and selected on the basis of character 
and proved ability of management, financial 
strength, high earning power and sound under- 
writing. 


d and ed to you by the Company issuing the Policy Contract 


iz & COMPANY 


PHILADELPHIA, PA. 








phone: q 6-7141 
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THE Cpsegh Wo Sox AGENCY 


BERKSHIRE LIFE INSURANCE COMPANY 
921 Bergen Avenue, Jersey City 6, N. J. 
Newark Jersey City 
MArket 2-2242 JOurnal Sq. 4-1724 
New York: REctor 2-4540 




















WHEELER H. KING, C.L.U. 


General Agent and Associates 


NEW ENGLAND MUTUAL LIFE 
INSURANCE COMPANY 
342 Madison Ave. New York 17, N. Y. 
MUrray Hill 7-5560 


“Just a few steps from Grand Central” 





KRUEGER & DAVIDSON 
AGENCY 
THE NORTHWESTERN MUTUAL 
LIFE INSURANCE COMPANY 
386 Fourth Avenue, New York 


EDWIN J. ALLEN 
HAROLD G. PRATT 


General Agents 








THE JULIUS M. EISENDRATH 
AGENCY 
THE GUARDIAN 
LIFE INSURANCE COMPANY 
1800 Empire State Building New York 1 
CHickering 4-4400 














DAVID A. CARR AGENCY 


INC. 
CONTINENTAL ASSURANCE 
COMPANY 


50 E. 42nd St. 


New York 17, N. Y. OXford 7-3424 














Harry Krueger, C.L.U. Walter S. Davidson 225 BROADWAY BArclay 7-1070 ah 
General Agents NEW YORK, N. Y. 
SAMUEL D. ROSAN AGENCY 
INC. THE SCHMIDT AGENCY 
General Agent aap F 
S. D. Rosan, C.L.U., Chairman of Board NEW ENGLAND MUTUAL LIFE 
H. J. Rosan, President INSURANCE COMPANY 
CONTINENTAL 
ASSURANCE COMPANY 270 Madison Ave. New York 16, N. Y. 
76 WILLIAM STREET NEW YORK 5, N. Y. MUrray Hill 5-7200 1E 
WHitehall 3-7680 . 
JOHN M. DEMAREST DAVID B. FLUEGELMAN, C.L.U. RC 
General Agent General Agent 
MANHATTAN LIFE INSURANCE CO. CONNECTICUT MUTUAL 
Complete Brokerage Coverage LIFE INSURANCE COMPANY 
BOwling Green 9-5570 6 East 45th Street, N. Y. 17, N. Y. MU 7-5035 150 I 
107 William St. New York 38, N. Y. Pension Trusts - Business Insurance - Estate Planning 





C. W. SABIN, Manager 


THE JOHN STREET AGENCY 


CONNECTICUT GENERAL LIFE 
INSURANCE COMPANY 

55 JOHN STREET NEW YORK 38, N. Y. 

WOrth 4-6060 





KREBS & McWILLIAMS 


General Agents 


AETNA LIFE INSURANCE COMPANY 


151 William Street, New York 38 
REctor 2-7900 


THE CHARLES B. KNIGHT 
AGENCY, INC. 
General Manager 
THE UNION CENTRAL 

LIFE INSURANCE COMPANY 
225 Broadway New York 7, N. Y. 

CHARLES N. BARTON, C.L.U., Pres. 
Maurice Ziff, V. Pres. Hubert E. Davis, V. Pres. 











GEORGE B. BYRNES 
AGENCY 
NEW ENGLAND MUTUAL LIFE 
INSURANCE COMPANY 
527—Sth Ave. New York 17, N. Y. 
MUrray Hill 7-0800 

















JAMES F. MacGRATH, JR. 
General Agent 
THE UNITED STATES LIFE 
INSURANCE COMPANY 


84 WILLIAM STREET NEW YORK 38 
HAnover 2-7865 








THE SULLIVAN AGENCY 


FIDELITY MUTUAL LIFE 
INSURANCE COMPANY 
of Philadelphia 


Arthur L. Sullivan Edward J. Emmet 
General Agent Supervisor 
107 William Street New York 38, N. Y. 


WHitehall 4-5926 
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BURTON J. BOOKSTAVER 
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Insurance 


Man with Endurance 
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tions that they were wrong, and show 
them how much smarter he was than 
He simply asked questions 
which his objectors had to 


they. 
with 
agree. And he kept on asking ques- 
tions until the answers added up to 
just one conclusion—a sound conclu- 
sion based on fact. 

He was a man of endurance, there 
is no doubt. 

A famous life insurance executive 
said that nothing is quite as funda- 
mental to successful selling as the 
two words “yes” and “no.” He said 
that what those words mean and 
what to do about them in a sales 
interview are the sum of the educa- 
tion of any man who ever sold any- 
thing. 

As we make our daily rounds, per- 
haps many of us are accustomed to 
hearing a “no” that we know ought 
to be a “yes.” 

It is the man of endurance who 
changes that “no” into a “yes,” by 
bringing out the real facts of the case 
so clearly that the prospect clearly 
understands them himself, and_ is 
himself convinced that for his own 
best interest, “yes” is the correct 
answer. 

The ‘“‘Man with Endurance”’ 
knows that there is nothing to be 
afraid of about a prospect's “no,” 
provided he equips himself with the 
information that ultimately will sea- 
son the propect’s own reasoning, and 
cause him to decide on his own “‘yes.” 

Recently, I was honored with a 
promotion by my company, for 


which | am truly grateful, and which 
I regard as the passing of another 
milestone along the path that my 
ambition takes me in the insurance 
business. 

Pin not in any sense among “the 
brass” of our district. 1 don't count 
my duties as primarily a desk job, 
although my responsibilities are su- 
pervisory. I like it; but I don’t think 
1 would if I did not continue to have 
the opportunity to meet prospects 
and to sell life insurance to those I 
know need it. It is a daily challenge 
that adds zest to lite and which, I 
hope, will continue to keep me 
healthy, may make me relatively 
wealthy and ultimately, too, I hope, 
wise. 

A little less than four years ago I 
stood on a corner of the downtown 
section ol Bridgeport giving serious 
thought to a problem that had been 
bothering me for some time — my 
future. 

At the time I had a job in a local 
factory. I had no complaint about 
the pay or the hours or the working 
conditions; yet I felt that I wasn’t 
getting anything out of the job, ex- 
cept a living, of course. 

All day long I operated a machine 
which punched out big holes and 
little holes in metal parts. The ma- 
chine was a marvelous invention. It 
did the work perfectly. All I had to 
do was to be alert enough to see that 
it kept running properly, and to put 
in and take out the pieces. You can 
imagine how much technical knowl- 
edge and skill a man needed to 


watch a machine punch holes! 

Here was a job; a job which, as I 
saw it, offered no challenge and no 
future. 

The importance of this is that it 
was this situation that produced the 
mental attitude that I brought with 
me to the profession of life under- 
writing. 

My father has been an agent and 
an assistant manager of the John 
Hancock for many years. I not only 
admired and respected him but I 
also thought there was much that 
was appealing about his work. But, 
as a result of many conversations 
with him about the insurance field 
as a possible career for me, I called 
at the Bridgeport district office. 

It was there that I found the 
answer to my problems about where 
I was going and what I was going to 
do in life. I found an occupation 
which presented a new opportunity 
for achievement and a new challenge 
every morning of the week. 

1 found a job in which I was 
urged, coaxed and pleaded with, as 
well as instructed by experienced and 
resourceful superiors, to earn as 
much money as I could. There was 
to be no limit to it! 

I found in the district organiza- 
tion, under the supervision of my 
district. manager, Thomas S. Silva, 
and his associates, people who were 
willing and capable of training me 
for the opportunities this service pro- 
fession has to offer. I found a com- 
pany which supplied me with every 
sales aid and device, from the “‘pre- 
approach letters” to the various 
forms of calculators, everything that 
could be needed to promptly and 


properly furnish the answer to every 
problem of the insuring public. 
These elements fired my enthusiasm, 
and I was eager for major attain. 
ment, 

My work as an industrial insur. 
ance agent was entirely in the field, 
and consisted of contacts in “the 
house next door’’—an endless-chain 
operation. 

While collecting my debit, I early 
developed the practice of continually 
seeking information from the people 
on whom I called to collect, about 
their neighbors. 

I sought any available informa. 
tion on the age of the parents, the 
number and ages of the children, and 
how much existing insurance they 
might have. Through the present 
policyholder, I endeavored to es. 
tablish a contact, to facilitate a 
friendly visit with a neighbor. 

Many times I have sold a policy as 
a result of the circumstances that a 
neighboring wife was having coffee 
in the kitchen with my policyholder 
when I called at the back door to 
collect the weekly premium. 

This is a situation I like. I imme. 
diately start a “fact-finding inter- 
view” with the neighbor which is 
conducted in a friendly, pleasant 
and informal atmosphere. If pos- 
sible I enlist the help of my client 
to persuade the neighbor-prospect. 
Often the sale is made right there 
and the husband usually approves, 
for the wife—if properly and com- 
pletely convinced—is of the greatest 
assistance in selling the husband. 
Many times, a sale that would have 
been impossible, has been completed 
successfully because I first was able 
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for insurance. Instead of getting just 
the age of the prospect and his or 
her brothers and sisters, I also re- 
quest the names and addresses of the 
brothers and sisters, their occupa- 
tions, marital status, number of 
children if any, what existing in- 
surance they may be carrying, and 
whether or not they are home- 
owners, This information produces 
an endless supply of very productive 
prospects. 

When calling on a prospect I have 
found it more effective to call at the 
back door especially in the daytime, 
because of the distracting competi- 
tion of television. The television 
usually is in the living room. In the 
kitchen, it doesn’t interfere. This 
gives me an opportunity to start my 
interview in a more relaxed atmos- 
phere, at the kitchen table, away 
from the interruptions of television 
programs. It is also easier to elimi- 
nate the interruptions of the chil- 
dren who are usually very active, 
after school or in the early evening 
hours. 

I have found that there is a defi- 
nite advantage when submitting the 
proposition to your prospect, to 
state the premium-deposit as a 
weekly figure rather than quoting 
an annual rate. Most people are 
paid weekly and can better visualize 
payments if they are in amounts that 
fit into their weekly budgets. I also 


not understand the legal phraseology 
and they are reluctant to show their 
ignorance by asking questions, 

The rewards that a life under- 
writer receives are not all financial 
or material. I never have derived 
greater satisfaction from anything I 
have done than my part in a demon- 
stration of the benefits of life insur- 
ance at work. 

Soon after I started with my com- 
pany, I sold a family income policy 
to a young man. Two years later, 
he was suddenly stricken ill and 
passed away in a very short time, 
leaving his wife with three small 
children to bring up. 

Friends and neighbors called to 
offer their condolences and = sym- 
pathy. No doubt they would have 
liked to do more but all of them had 
their own financial problems. I, too, 
called to express my sympathy, but, 
unlike the friends and neighbors, 
through the John Hancock check I 
brought with me the assurance that 
the family’s financial requirements 
would be cared for for several years 
to come. 

The president of our company 
made a very wise statement when he 
said, “the goal you set today can, 
with firm conviction, become the 
record you achieve tomorrow!” My 
goal was set for me in the mental 
attitude created by my past voca- 
tional experience, in the enthusiasm 


Between the two methods there is 
a wide chasm fixed. Between them 
lies an issue deeper than commu- 
nism, deeper than fascism, deeper 
than military conquest. The armies 
of force and those of persuasion 
struggle against each other. The 
tides of battle rise and ebb. But 
usually force wins because persua- 
sion and education are so slow. 

But the captains of persuasion are 
on God’s side insofar as we can un- 
derstand that which is beyond hu- 
man knowledge. We know that God 
has all power, that He could have 
made society on this planet into the 
mold of His wishes, that He could 
have made each of us pure and right- 
eous, full of knowledge and virtue. 
All too well we know that He did 








generated by the training and co- 
operation of the agency department, 
and in the challenge of our re- 
sponsibility to the public. 

We all have our goals. A chal- 
lenge confronts each one of us. 

It will be a long time before the 
breadwinner of every family has an 
insurance program that can in any 
way be described as adequate. 

When that goal is reached, it will 
be reached through the tireless ef- 
forts of the men of endurance, the 
life insurance underwriters. 


not do so, and that neither we our- 
selves nor the activities of our social 
order are as the God of mercy and 
truth would have them. Then it 
must follow that the God of all 
power withheld His power and re- 
fused to exert force. In some divine 
preference He apparently chose to 
use the long, slow method of plead- 
ing, instructing, admonishing, in- 
spiring and teaching. This left us 
free men morally—faltering, erring, 
groping. But some there are who 
listen to the teaching of God and 
seek the truth. There are those that 
find. 

There is a great picture of this 
God of power renouncing force and 
sceking to persuade men. It is in the 
book of Revelation. This is the pic- 
ture—‘Behold I stand at the door 
and knock. If any man will open, 
I will come in to him, and I will 
sup with him and he with me.” This 
God will not batter down the doors 
of the human mind nor tear off the 
hinges of the heart. All He will do 
is stand and knock and if any man 
will open, He will come in. 

Gentlemen of the American Col- 
lege of Life Underwriters, your task 
lies in that area of life having to do 
with economic security of the indi- 
vidual citizen. Within that field 
there are two opposing movements. 
There is that which is manned by 

(CONTINUED ON PAGE 36) 
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2-Step Simple Programming 


(CONTINUED FROM PAGE 12) 





(Placing a sample recommendation 
booklet before him—the content of 
this booklet is discussed in step #6.) 

“And the third and final step, Mr. 
Prospect, is that for my policyhold- 
ers, | prepare bound audits of their 
programs which are kept up to date 
through the years and which show 
them at all times exactly how they 
stand. Naturally I couldn’t show 
you anyone else’s — but I can show 
you my own and it is just like the 
ones which I prepare for my clients. 
(Placing the audit of my own pro- 
gram before him.) 

“Now, St, does this three-step 
process—of getting the facts, setting 
up written recommendations based 
on the facts, and then following 
through from year to year with the 
wp-to-date audit—seem to you to be 
the logical way to go about the plan- 
ning of your own affairs?” 

It takes about two of these 10- 
minute demonstrations to get one 
fact-finding interview. 


The Fifth Step 

The filth step, then, is the fact- 
finding interview. 

As I conduct it, it’s the easiest part 
of the seven-step process. All I do is 
take one of the printed survey forms, 
read the questions and record the 
man’s answers. 

The sixth step is the preparation 
of the recommendation booklet in 
my office. 

Though each booklet is individ- 
ually typed and looks like a tailor- 
made job, actually they all follow a 
pattern. The patterns are mimeo- 
graphed in advance and I simply take 
one of them, check the items I want 
copied, rough in the charts, and turn 
it over to a girl to type up the fin- 
ished booklet. My share of the work 
doesn’t take over 20 minutes. Re- 
member, I’m not talking about the 
rich man with a complicataed estate 
to plan — I’m talking about the 
young man with, for the most part, 
his estate still to create, 

The seventh and final step is the 


closing interview during which we 
review the recommendation booklet 
in the presence of the prospect and 
his wife. 

In my discussion so far I’ve been 
particularly anxious to emphasize 
two points. 

First, I've tried to emphasize that 
taken by itself, no single step in the 
process presents any difficulty. 

Second, I’ve tried to point out that 
I gave my potential client several 
chances to get away from me. When 
I called him on the telephone, I 
didn’t use any trick question— “Is 
it convenient to see you at 10:10 this 
morning or would 2:22 this after- 
noon be better?”—and at the time 
of my first introductory visit with 
him, after showing him the three 
steps to the programming process, 
again I made it easy for him to tell 
me that he didn’t want the job done 
for him. 


Why He Makes It Easy 

I do this because I’m convinced 
that there are so many good men in 
our territories who have heard of 
life insurance programming and who 
would like to have someone do a 
reasonably intelligent job for them 
that we don’t have to knock ourselves 
out working for the muttonhead who 
is not interested. 

So here we are—at the end of this 
logical seven-step process. And _ if 
men were logical beings, we would 
now be entitled to expect them to 
sign our applications. But they 
aren't logical beings, are they? If 
they were logical, there wouldn’t be 
so many fat doctors for one thing— 
nor would there be so many under- 
insured insurance men for another. 

So our job has to be to find some 
way to introduce emotional motiva- 
tion into our logical processes. 

Remember the college man’s cry? 
—“Candy is dandy, but liquor is 
quicker!” Logic is fine, but few will 
act today on logic alone. There is 
always a good logical reason for wait- 
ing until tomorrow. To get action 


today, emotional motivation must be 
introduced. How? 

I used to wait until the end of the 
closing interview. Then, if my pros- 
pect didn’t sign, I’d attempt to tell 
a motivating story carefully selected 
to apply to his type of situation. 
And to tell the truth, I didn’t have 
much luck. Sometimes I could see 
the hair on the back of the neck of 
one of those good prospects literally 
bristle and stand on end as he re- 
sented my attempt to moralize, to 
teach, to preach, mind you, at him. 

So now I slip it in earlier—before 
my prospect has had a chance to 
even find out how he stands in rela- 
tion to his own objectives. This is 
what I do: 


The Closing Interview 

Visualize yourself in a closing in- 
terview with me. The prospect and 
his wife and I have been going 
through the recommendation book- 
let. We've looked at the title page, 
the letter of transmittal, the sheets 
of general and specific recommenda- 
tions—put there to give the people 
a chance to agree with me on minor 
points which won’t cost them any 
money—and now we've reached the 
heart of the booklet—the first chart. 

As we come to it, I turn to the 
good people, let’s call them John 
and Mary, and say: 

“John, here’s a picture of the 
things you told me you would have 
to accomplish if you were to con- 
sider yourself a financial success. 

“Now, John, has anything hap- 
pened since our last visit which 
would make it possible for you to 
reduce or eliminate any of these ob- 
jectives:”’ 

And I sit back and listen to them 
talk. At this point I’m particularly 
interested in hearing what Mary is 
going to say about these objectives. 

For let’s be realistic about it. How 
many men do you suppose there are 
who, at the conclusion of our fact- 
finding interview, rush home, break 
down the door, throw their hat in 
the corner, run into the kitchen and 
say: “Oh, Mary, I’ve just had the 
most interesting discussion with an 


insurance man and we decided thus 
and thus and thus and so”? 

Shucks, no one does that. We're 
lucky if John tells Mary that she had 
better stay home next Tuesday night 
because some insurance man is com- 
ing in to tell his story. 

So, in the average instance, this is 
the first time that Mary has had a 
chance to see what objectives John 
has set up for the family. And usu- 
ally after a little talk, she'll agree 
that they are about right. But if she 
doesn’t, I’m in for trouble and might 
as well make up my mind right now 
to start over another time with a 
plan more like what she thinks is 
smart. 

But assuming that she does agree 
with the plan, then when they finish 
talking and I’m sure they under- 
stand the graphic method of review 
we're using, I start to turn to the 
second chart. 

However, before the sheet has 
been turned all the way, I think of 
something else. And I go back to the 
chart we’ve been talking about, keep 


my hand on the booklet so that they 
(CONTINUED ON PAGE 35) 


Killen Describes 
How He Proved 


Success Formula 
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since I have been in the business, 
but this meeting just brought it out 
by bubbling me over with it. I 
couldn’t wait to get out of there, get 
back home and get to work. 

I walked in our office and went 
straight to Mr, Lindberg’s office, our 
manager, and told him I had to see 
him right quick. He said, “Come on 
in—what happened?” I said, “Man, 
I really learned something up there. 
I think I would like to be the Top 
Club president.” He said, “Let me 
shut these doors.” He jumped up 
and closed all the doors and gave 
me the soft chair in the office and 
said, “What happened up there and 
who did you talk to?” He didn't 
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want to discourage me too much but 
he wanted to know what had hap- 
ned. 

I told him a few things and he 
said, “O.K. There is one thing you 
will have to do to do that. Sell over 
$3 million worth of life insurance. 
Can you do that?” I said, “Well, I 
don’t know.” He saw that wasn’t 
registering very much and knew that 
he had scared me a little and said, 
“Well, can you sell $10,000 a day?” 
| said I believed I could. If I didn’t 
have anything else to do but sell in- 
surance. I couldn’t do paper work, 
make settlement options and do the 
work around the house and stuff like 
that. 


Talks to His Wife 


He said, “Well, why don’t you go 
home and have a talk with Silver and 
tell her what you want her to do. I'll 
tell you one thing. You won’t have 
to do anything around here except 
get out and sell. We don’t have 
many agents in the office yet and by 
golly we will all work with you. You 
just bring in $10,000 a day and we 
will take care of the options, pro- 
grams, etc.” 

I said that sounded pretty good. 
I went home and told Silver I didn’t 
want her to argue with me or get me 
off the track because I was going 
after this business. I told her I might 
be gone until 12 or 1 o'clock at night 
but I didn’t want her to ask me 
where I had been because I am like 
the rest of these insurance men. I am 
kind of temperamental and if you 
make me mad I might not be able 
to work the next day. 

Frankly, I did have that chat with 
her and we agreed on some of the 
things, but I did have to bring in the 
paper and keep on taking the kids 
about half of the time but didn’t 
do it too much. She was very co- 
operative. 

Anyway, I set a goal for myself for 
$10,000 a day, with the idea if it got 
too tough, I could back off and live a 
normal life. But I honestly believe 
if a man will set himself a goal 
within his means and if he has sin- 
cerity behind him and if his health 
and home problems don’t bother 
him he can do about anything he 
wants to in this business, 


Must Be in Heart 


I think you really have to have 
life insurance in your heart to start 
with, and if you are going to do a 
little more than the average you are 
going to have to think big and plan 
big and really set your goals. 

Now I don’t know, of course, what 
they may ‘be. They may be $1 mil- 
lion, $2 million or $3 ‘million, but 
there should be a stopping place 
somewhere. But I would say, set 
your sights high, put a goal up there 
that is within your reach—it may 
stretch you a little bit to get it—but 
get in and hustle a little and try to 
hit that goal. Know where you are 
going and know what you are striv- 
ing to reach. It is sort of like a fire 
truck. The people really get out of 
the way when it is coming because 
the old fireman knows where he is 
going. So, set the goal high. 


Gives Steps to 


Avoid Failure 


(CONTINUED FROM PAGE 10) 





mentum which will carry him 
through many successful interviews. 

Does the man you take to your 
prospects have and maintain a posi- 
tive mental attitude? 

Successful underwriters do. 

First of all toward yourself. You 
must have a desire to improve your 
knowledge and skills, recognizing 
the fact that you can’t do today’s 
business with yesterday’s tools and 
expect to be in business tomorrow. 
You should own the product you 
merchandise, evidencing faith in it, 
and thereby securing the conviction 
so necessary to successful insurance 
selling. 

Secondly, toward your company, 
and your general agent or manager. 
Express loyalty, enthusiasm and the 
eagerness to be of help to the organ- 
ization and its members at all times. 
Successful men always have a sin- 
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cere desire and a_ willingness to 
help their fellow underwriters. 

And third, toward the business. 
You should be motivated by a wish 
to ‘help prospects solve their finan- 
cial problems. Promise to give and 
render service. Tell your clients the 
only thing they need ever know 
about life insurance is your tele- 
phone number—and mean it. Sin- 
cerity should be the keystone of 
your merchandising methods _be- 
cause you know you have “some- 
thing to sell.” 

I will not deny that it may be 
difficult to maintain a positive atti- 
tude in the face of rejections, rated 
contracts, or “no sales” after a hard 
week’s work. There are, however, 
many opportunities available to re- 
kindle the flame and raise your 
morale. Continuous study through 
company courses, LUTC class, CLU, 
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‘Could present a typical 
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and on-campus training at either of 
the two institutes of marketing at 
Purdue and Southern Methodist of- 
fer opportunities to improve knowl- 
edge and rebuild enthusiasm. 

Attendance at agency meetings, 
company conventions, and life un- 
derwriter association meetings will 
enable you to rub elbows with other 
successful producers and expose you 
to effective sales ideas which work so 
well for them. Stimulating and time- 
tested strategies, employed by top 
salesmen, are at your fingertips 
through subscription to any one of 
a large number of good insurance 
publications. 

There are constant opportunities 
for you to reaffirm your faith in a 
life insurance selling career in every 
locality. Maintain a positive mental 
attitude. 

Does the man you boss—yourself 
—have a goal? 

Successful underwriters have one. 

Vision is indispensable to prog- 
ress, and a goal, or quota, provides 
that vision. This does not merely 
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mean sitting down once a year and 
throwing together some figures, hap- 
hazardly, to satisfy your general 
agent or manager with the fact that 
you are doing some planning. 
Carlyle very aptly described the 
necessity for planning when he said, 
“Our main business is not to see 
what lies dimly at a distance; but to 
do what lies clearly at hand.” This 
implies getting goals down to a prac- 
tical level and establishing them 
through a three-step process. First, 
you must keep a record of your daily 
activity so that any quota will be 
both realistic and attainable. It is 
impossible to establish a sound work 
plan unless you are aware of the 
nature of your efforts in the past. In 
other words, when you start to set 
your goal for next year you have to 
know “where you have been.” 
Secondly, the records you have 
kept must be analyzed. This will 
enable you to determine how you 
ure going to get to your goal. It is 


a simple mathematical calculation 
for the man who made 750 calls re- 
sulting in 400 closing interviews and 
80 sales last year to know exactly 
what he needs to do this year if he 
wants 100 paid lives. Without rec- 
ords an agent may find himself 
wandering aimlessly in a non-pro- 
ductive circle of field activity. 

Third, using the analysis of your 
records, a sound production and 
commission goal can be established. 
Then you will not only have some 
place to go, but will also know what 
to do to get there. 

Let me sum up the value of the 
planning phase of your operation 
by quoting Victor Hugo, who must 
have had the insurance man in mind 
when he said, “He who every morn- 
ing plans the transactions of the day 
and follows out the plan, carries a 
thread that will guide him through 
the labyrinths of the most busy life. 
The orderly arrangement of this 
time is like a ray of light which darts 
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THE BUFFALO which symbolizes The Farmers & 
Bankers Lite Insurance Company was selected for the Company’s trade-mark 


for a number of reasons. 


He is distinctively American — a true native of the 
Great Plains where the Company had its origin. His great bulk suggests dignity. 
His ton weight or more of fast moving muscle, sinew, and bone typifies the 
strength, the alertness, and the quality of F&B protection. His loyalty to his 


family and his group is traditional, 


The Buffalo makes an arresting figure — known and 
quickly recognized everywhere. With his head lowered in readiness to charge, 
his figure suggests power and vigorous action. 


Historically, the Buffalo, whose correct name is the 
Plains Bison, offers many interesting associations with the background, aims, 
and objectives that are inherent with The Farmers & Bankers Life. The Buffalo 
was faithful and vigilant in the protection of his family and herd, as is The 
Farmers & Bankers Life, an institution devoted to the protection of the American 
family. Management has always recognized that the Company’s first responsi- 


bility is to its policyholder family. 


For the Indians and pioneers of his native habitat, 
the Buffalo supplied food in abundance, and his hide provided clothing, bed- 
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itself through. all his. oceupations. 
But where no plan is laid, where 
the disposal of time is surrendered 
merely to a chance of incident, chaos 
will soon reign.” 

Is the man in your shoes a pros- 
pector—every day? 

Successful underwriters are. 

A recent survey indicated that 
31.29% of the men failing in the life 
insurance business did so because of 
a lack of prospecting—and this in 
spite of the fact that everybody 
knows the definition of a prospect 
and has had many methods of pros- 
pecting explained: to him. Robert 
B. Coolidge, vice-president of Aetna 
Life, has summed it up by saying, 
“Prospecting is like shaving: unless 
vou do something about it every day 
the first thing you know you will be 
a bum.” No truer words have been 
spoken. The quantity and-quality 
of prospects are still major deter- 
mining factors for sales success. 

While prospecting is a problem, 
it is certainly no mystery. It boils 
down to having a constant flow of 
interesting places to go, a .reason 
for goirz, and the ability to be in 
touch with people at the right time. 
Let’s review those three points 
briefly. 

Age-Change File 

Have you tried using your age- 
change file to create a flow of work? 
This is one of the best, the most 
talked about and Jeast used aids to 
uncovering “places to go” in. "our 
entire modus operandi. 

Try asking -your clients this ques- 
tion: “To. whom did you send 
Christmas cards last year?” Each of 
you right now could name 10 or 12 
close friends that you could fully 
qualify in a matter of minutes. Why 
wouldn’t your clients and friends be 


‘able to-do: the same thing for you? 


Use the Purdue prospecting ques- 
tion, “Who are two of the most 
promising young men you know?” 
The institute’s students secure an 
average of 1.7 names each time they 
ask this question. 

Create a flow of places to go, by 
studying the expanding econimy, 
follow the money wind. Look’ for 
premium dollars on the basis of 
capital transfer. High taxes and 
low interest will not take care of 
people yet. 


As to the second ‘point, certainly 
today there is no Jack of reasons to 
talk about life insurance to any man. 
Your knowledge’ of social security, 
National Service life“insurance, in- 
come, estate and gift taxes, basic 
methods of ‘employe compensation 
and various tax decisions not only 
provides’ reasons to call, ‘but de. 
mands that Y6u-put yourself in the 
présenteé-of prospects. Life insurance 
protects eatning power; is a method 
of self-incorporation; is a plan for 
capitalizing future income; converts 
expended énergy into future replace. 
ment dollars for that energy when 
it is finally dissipated. How many 
more reasons are needed to get out 
and make: calls?.; 

Proper timing, the third point, is 
essential in the qualification of pros- 
pects if you are to attain ultimate 
sales success. Statistics show that the 
average man buys life insurance 
once every five years, or putting it 
another way, 20% of the people in 
your community will buy life insur- 
ance this year. If you are going to 
find these people, prospecting must 
involve more than just some mental 
gymnastics. You must do something 
physically about the problem. A 
short poem I heard sums up pros- 
pecting: 

Sittin’ and Wishin’ 

“Sittin’ and a wishin’ 

Won’t improve your fate . 

The Lord provides the fishes 

But—you gotta dig the bait.” 

Does the man you take to your 
prospects know how to open a sales 
conversation? 

Successful underwriters do. 

Obviously, when there is a reason 
for being in front of a prospect it is 
easy to plan what to say during that 
all-important opening minute of the 
sales interview. The immediate prob- 
lem is to secure an interview under 
favorable circumstances and that is 
the only purpose of the approach. 
At this point in the process we find 
two separate schools of thought. 
Many agents prefer to utilize a pre- 
approach method such as a letter, 
the phone, or both, while others 
prefer to make a direct approach. It 
is important to use a method that 
works for you. Direct mail or a pre- 
approach letter, follawed by, a phone 
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The key will be under 


We hope you enjoy historic Boston and 
that you’ll have time for a visit at 19 Deer- 
field Street (near intersection of Beacon 
and Commonwealth in Kenmore Square). 
JOHN M. POWELL, President © FRED R. HENNIG, Agency Vice President 
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call, works well with many categories 
of prospects. 

While this is more or less of a 
mass elimination method and re- 
quires a large supply of prospects, it 
is an efficient method of operation 
and gets most of the preliminaries 
over before you are in the presence 
of the prospect. For example, the 
prospect knows your name, your 
company, that you're in the life in- 
surance business and perhaps the 
reason for your call. He has given 
his consent to listen and both you 
and the prospect are readily at ease 
in the interview. 


Direct Approach 

The direct approach, on the other 
hand, provides the opportunity to 
capitalize upon appearance, person- 
ality, a friendly smile and a business- 
like manner. As you walk through 
the door and approach a prospect 
his mind takes a series of instan- 
taneous pictures. You are either 
large or small, heavy set or lean, well 
groomed or otherwise. In a nutshell, 
after making a mental picture of 
you the prospect asks himself, “Is 
this man’s appearance such that I 
should spend time with him?” “Does 
he appear to be the type of person 
who will be both interesting and 
profitable for me to know?” 

So far so good; you haven't said 
anything, but the minute you open 
your mouth and say, “I’m Doe, John 
Doe of the XYZ Life Insurance Co.,” 
the prospect begins to think of some 
way of getting rid of you. He imme- 
diately concludes, and rightly, that 
you are there to sell him something 


which he may know he needs but § 


does not want to bother about now. 
Therefore, you must follow up the 
announcement of who you are and 
what your business is very quickly 
with a question which will arouse 
the prospect’s curiosity and interest. 


Curiosity is Ally 


The first big job is to get his mind 
off of his business and on to yours 


and it takes more than the magic of § 


opening a rate book to get him to 
lend a receptive ear to the sugges- 
tion that he purchase life insurance. 
One of the most important tugs on 
his mind is that of curiosity. Some- 
thing must be said which will arouse 
his interest sufficiently to cause him 
to focus his attention on you and 
your ideas. And, in addition, you 
must be careful not to satisfy that 


curiosity too soon. Would these two | 


simple sentences work as interest 
getters? 

“I would like to get your opinion 
about a method of capitalizing your 
future earnings and placing an im- 
mediate value on them.” 

“I would like to share a few mo- 
ments with you to tell you about a 
method of self-incorporation.” 

Several successful underwriters 
have told me that those statements 
have gained immediate and respect- 
ful attention from their prospects. 
They have produced the key reac- 
tion that underlies all creative sell- 
ing and gets the sale started in the 
prospect’s mind. Remember the ne- 
cessity for planning your approach 

(CONTINUED ON PAGE 38) 


Z-Step Simple Programming 


(CONTINUED FROM PAGE 32) 





can’t get ahead, and have to pay at- 
tention to me, and say: 

“You know, John, there was one 
other important point we should 
have discussed last week. I forgot 
to bring it up then—perhaps this is 
as good a time as any. 

“It’s the problem that comes up, 
in building a man’s program; the 
choice that has to be made between 
flexibility and certainty. 

“You see, Mary, we don’t know for 
sure that this $300 a month will be 
enough for you and the children. It 
could be that for some very good rea- 
son, you would like to have more 
money while the children are small. 
And if we arrange your program in a 
flexible manner, we can make it pos- 
sible for you to dip into the fund 
which is supposed to give you this 
$150 a month for life once the chil- 
dren are grown, and let you use the 


money earlier instead. 

“Of course, if we do that, we run 
the risk of leaving you with abso- 
lutely nothing in your later years. 

“I had a man tell me once what 
had happened in his own family 
where that type of flexibility had 
been permitted. 

“His dad was a small town Indi- 
ana lawyer who had once done a 
mighty good job of earning and sav- 
ing money. He owned his own home, 
he had some cash in the bank, he 
owned some life insurance and a 
little farm outside the town where 
they lived, and he had $20,000 in 
Willys-Overland stock. 

“Unfortunately, he couldn’t pick 
his time to die, and he died at a time 
when the stock brought only 10c on 
the share—so from that $20,000 the 
family realized only $200. During 
the depression the farm couldn’t be 


rented for enough to pay the taxes 
and it was lost, too. 

But with the home free and clear, 
and the cash in the bank—luckily 
the bank in their town didn’t close 
its doors—and the life insurance, the 
mother was able to keep her three 
sons with her and raise them de- 
cently. In fact, she was even able to 
send them to college. 

“But by the time they were 
through with college, she had noth- 
ing left of her own. By then she had 
even had to mortgage her own home. 

“Well, that shouldn’t be too bad, 
should it? I heard a man say once 
that he thought the best insurance a 
man could have was a well-educated 
family. 

“These boys are well educated. 
They have good jobs. They are able 
to support their mother and they are 
glad to do it. 

“And they are not married to 
wives who complain bitterly when 
their husbands send home $500 or 
$1,000 a year to care for their 


— This Me Believe 


eTHE NATIONAL QUALITY AWARD PROMOTES 


BETTER SELLING. A bonus of $1.50 a thousand is 


paid each year to qualifiers of our field force. 


e THE LIFE UNDERWRITERS TRAINING COURSE IS 
TOPS. We pay one-half the cost for our field men 


who enroll for the course. 


eC. L. U. TRAINING IS PUSHED. We pay a liberal 


bonus for each examination passed plus an extra 


bonus on the final examination — total $550.00. 


For more Information, 


Write: G. FRANK CLEMENT 


Vice President In Charge of Agencies 


Shenandoah Life \NSURANCE COMPANY, INC. 


BUFORD, PRESIDENT 


ROANOKE 10, 


VIRGINIA 


* | <2 Op Can Om 












































36 NATIONAL LIFE CONVENTION DAILY, SEPTEMBER 23, 1954 2nd Day ond | 
mother-in-law. him. For every time he does see her, | And John and ‘Mary will start to Hi [ bl e 
“But he did say that things were she'll sooner pa later work the con- talk. fear do you one what they even Mi ett — 
far from happy for him and his versation around to the money she talk about? Of course you do. They ee miter 
mother, has to take from her boys. She'll try to decide whether they would Writing More word 
“As he put it, only a few days be- break down, cry, become a little rather have a flexible program or an woma 
fore, passing through the little town hysterical maybe, and end by saying inflexible program. C W ver 
wri his mother still lives, he that—‘Not a os goes by fet that I And ae. saint thing about areer omen wig 
looked out the Pullman window pray to God that I may die so that the discussion is that it makes not (CONTINUED FROM PAGE 4) ee 
across the tracks to her own back I'll no longer be a burden on my one whit of difference to me whether — uate 
yard. boys!’ they decide on the flexible program interest, I say, “Now, before Thurs. | a dim 
“He said that when he was grow- “If that poor old lady had even or the inflexible program; it’s the day, I’m going to send you a letter | differ 
ing up, he was sure that there was $100 a month of her own money it program that counts. which tells about this plan—no fig- and a 
never a time when his mother would be literally the price of the If a man has guts enough to do ures, just ideas. The figures have to acon 
wouldn’t have put her head on the right to live, for her. what he ought to do for his family, be tailor-made to you. Will you get ee 
railroad tracks for him and his broth- “Do you see the problem, Mary? and do it today, then he’ll have in- off with a cup of coffee or a cigarette ™ 5 
ers if it would have done them any Shall we risk setting up your pro- telligence enough to arrive at a rea- and give your full attention to this | this. 
good—no trouble was too great for gram in such a flexible manner that sonable compromise between flexi- letter when it comes? Thank you. I | at tw 
her to take for her boys. you might someday be faced with the bility and inflexibility for him. will see you Thursday. _ | exact 
“And that particular day, with but same kind of problem? Or shall we : = I like my letter, and the effect it | value 
very little trouble on his part, he run the opposite risk of tying things The Emotional Decision has coming after the telephone call, | woma 
could have arranged to get off the up so tightly that no matter how Whether they realize it or not, I and in three printings, I’ve changed thing 
train and visit her. But even though badly you needed the money, you think that it’s right here that they only the social security figures. Al- | assimi 
he knows that the main thing his couldn’t get anything ahead of make the emotional decision to own though three months of endless de- | has tc 
mother has to live for now is the time?” a life insurance program. At any tail went into producing a final per- | to th 
visit from her boys, he didn’t do it! And for the second time in my yate, from then on, it’s duck soup. fect typewritten letter which the | see h 
“And he didn’t, he said, because closing interview I sit back and really We turn to the second chart. ] Printer photographed, and although | that i 
it’s Just too tough on her and on shut my mouth. explain that the yellow portion of 1t costs about a dollar a week to keep | tirely 
the chart shows that part of their it going, I feel that it has been well | whole 
program which is, or can be, com- ponciony “y reggie a sane 
pleted through proper use of their of =. . Pi ag ” ae the } Inend 
existing assets. The red portion letterhead, which has dignity, is | riving 
illustrates the shortage. - i 
We add up the shortages, if they D H t hi 
97 with 
To The _ to $27,616, I turn to them and i. u C inson vor 
. . “Has a rich old aunt died in the Add CLU a lot | 
Life Underwriters lsc Soesstews and tele yee a resses that 1 
. And they always say “‘no”—if some- Di C f t a 
of America one said Ves” po Bc I suspect inner, on ermen Sell: 
I'd be the one who'd die. (CONTINUED FROM PAGE 29) always 
So I grin and say: “Why, 
“Well, then, it looks to me as if the impatient disciples of force and | office. 
. . . you're going to have to buy that political power. They will wait no | a lur 
National Public Service much more life insurance, aren’t longer. They will make men secure tricks 
you? I don’t know of any other way whether men want it or not and by | $¢ttin 
to create that capital immediately, methods of mass compulsion regard- | ‘an h 
(1) joins with you in celebrating another annual and if the ambulance stops at your less of the convictions of those | the th 
house tonight, it might be needed in masses. can di 
milestone in your history of achievement. the morning.” Do not make the mistake of join- | I have 
They'll hem and haw—but finally ing up with them simply because you | Senten 
— sc , admit that they ought to have the discover similar ultimate objectives. | “This 
(2) We invite you to join with us in cele- life insurance. “But,” they will say, You belong to a different army. You er 
° ° ° “How much is this going to cost?” —_ listen to the beat of another drum. | order 
brating our having passed our 20th mile- And then I can cule iin and say: You, in the field of economic secur- P shri 
° ° ° ° e “Folks, that’s the wonderful thing ity, are the disciples of persuasion eaves 
stone in service to the seme public. about life insurance. It really isn’t wih education. Their wae the easy | table; 
going to cost you anything. Let me one. Yours is hard, slow, tortuous. | out al 
(3) Again we congratulate you upon the show you what I mean... .” But your way is right. Thr 
' * Still 25 fi History sustains this. Every eco- | a littl 
service you render humanity. There are few till 257% Profit nomic security based on compulsion | ing wc 
° : £ which And we turn to the last page on and force has crashed into ruins | they w 
occupations, the pursuit of which create which I’ve illustrated that even with leaving men without any security. | annua 
4, os " as low a premium form as family in- Society has yet to attain an economic } person 
comparable humanitarian benefits. May come, ier can still make a 50, caer ditt is sound and perma: | Someti 
your shadow never grow less." over-all profit after getting the pro- nent but we know enough about it | with 4 
tection—to say nothing of the won- to prophesy that when it is attained | viable 
derful results attained with the it will be based on intelligent, con- | be 35. 
higher premium forms. vinced participation; not upon the trainir 
Fellows, it works: Over a two year compulsions of slavery. This is why | _ place. 
period, I kept track of my results. free enterprise still holds our bright- | won't 
There were 77 closing interviews in est hopes of economic security. That | curity 
which I told that motivating story is why you as insurance men must | your o 
after going through the seven step not yield to the temptations of po | the m 
process. In 72 of the cases, the ap- litical or economic compulsions. | more , 
plication was obtained and of the That is why you must study inces | fear 
72, 64 cases were paid for, approved santly, labor indefatigably, and be | funds, 
and delivered and are still in force lieve patiently. And while others We’ 
with 100% persistency. And right batter down the doors of men and appro: 
now I’m getting the bulk of my new force upon them their panaceas, you intervi 
business from repeat sales to those must continue your task of convinc she tel 
clients of mine. ing men, and keeping your profes | of litt! 
But looking only at the first sale— sion in step alongside those others | the m 
iy 9th eign Pe oll . H. A. tes sit ‘ the number of closes averaged 83% who abnegate power and force, and | that s/ 
: a ae for an average first sale of $18,053— who knock on the doors of the hu- | is serj 
good enough for me. man mind. but pe 














XUM 





2nd Day 





ond Day 


NATIONAL LIFE CONVENTION DAILY, SEPTEMBER 23, 1954 











re 
ven 


B 4) 
—— 
e Thurs. 
1 a letter 
1—no fig. 
s have to 
1 you get 
cigarette 
n to this 
1k you. | 


- effect it 
one call, 
changed 
ures. Al- 
dless de. 
final per: 
hich the 
although 
k to keep 
een well 
ig client 
sign the 
mnity, is 


ent 


29) 





rce and 
wait no 
n secure 
and by 
regard- 
f those 


of join- 
juse you 
jectives. 
ry. You 
r drum. 
c secur: 
‘suasion 
the easy 
yrtuous. 


ry €co- 
pulsion 
» ruins 
ecurity. 
onomic 
perma- 
bout it 
ttained 
it, con- 
yon the 
is why 
bright- 
, That 
n must 
of po- 
ilsions. 
- inces- 
nd. be- 
others 
en and 
as, you 
NviINc- 
profes- 
others 
ce, and 
he hu- 





XUM 


businesslike, and feminine. The 
letter is really just a series of little 
word pictures designed to make a 
woman think and put herself in 
every picture, such as: “You may 
earn $4,000 a year and in ten years 
that amounts to $40,000 and not have 
a dime to show for it,” or ‘““The only 
difference between an old woman 
and an elderly lady is a little bit of 
income.”” I always add a postscript 
using the original typewriter for 
this, “P.S. T'll see you Thursday 
at twelve,” to remind her of the 
exact time of our appointment. I 
value my letter because, when a 
woman is going into such a big 
thing as savings plan, she ‘has to 
assimilate the idea gradually — she 
has to think it over, and I want her 
to think it over—only before I 
see her, not afterwards. I believe 
that it is a mistake to depend en- 
tirely on the interview. I like this 
whole sequence — the telephone ap- 
proach, suggesting the idea that her 
friend has liked—then the letter ar- 
riving, the printed page helping 
her to recognize the problem. Some 
time intervenes. Then I appear 
with the solution. Often her first 
words are, “But wouldn’t that cost 
a lot of money?” And then I know 
that her thinking is right where I 
want it to be. 


Selling at lunch isn’t ideal. I am 
always relieved when someone says, 
“Why, we can talk right in my 
office.” But women are so easy to see 
at lunch, and I’ve learned a few 
tricks to save time. By ordering and 
getting right down to business, we 
can have the presentation over by 
the time our food appears, and we 
can discuss the plan while we eat. 
I have yet to find a better “sizzling” 
sentence than the approach I use: 
“This is the way of accumulating 
money.” If time is short, I don’t 
order a big lunch. Something like 
a shrimp cocktail, I’ve discovered 
leaves me room to write on the 
table; it doesn’t get cold—it works 
out about right. 

Through experience I’ve learned 
a little about the process of bring- 
ing women’s minds around to where 
they will save a large sum of money 
annually. Often I am the very first 
person to suggest a planned savings. 
Sometimes I have to jar complacency 
with a shocker: “You have an en- 
viable job, Marion, but no one can 
be 35 forever. Someday they will be 
training another person to take your 
place. Aren’t you glad that you 
won't have to care? With social se- 
curity and this plan, you can write 
your own ticket!” I have found that 
the more successful a woman is, the 
more disturbing is that horrid little 
fear of somebody being without 
funds. 


We've talked about the telephone 
approach and the letter. As to the 
Interview, if a woman likes the idea 
she tells me so by agreeing to a lot 
of little things. If she consents to 
the medical examination I know 
that she is going along with me and 
Is seriously considering the plan, 
but perhaps not quite ready for an 


absolute commitment. The next few 
minutes will answer this question. 
Filling in the application helps to 
crystallize the problem in her mind, 
and experience has taught me how 
to proceed from there. When I see 
that her mind has gone over to com- 
plete acceptance, I know I can now 
ask for a prepay and get it. But re- 
member, many of these women are 
interested not at all in protection, 
and, at this point, I have to depend 
on my sixth sense. If it tells me that 
she is not quite ready and needs 
more time, I feel that casualness is 
the answer right here, so I ask her 
to take the medical and go no fur- 
ther because I have learned that if 
I can bring her the plan, showing 
her first a simple understandable, 
good looking typewritten descrip- 
tion of what she can accomplish— 
that when I go over that with her, 
the same thing that appealed to her 
in the first place will appeal to her 
(CONTINUED ON PAGE 41) 


Concentrate on Business Cover 
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particularly important in making 
larger sales. Rarely are large sales 
made on the first or second inter- 
view. After the idea is planted, the 
process of germination and cultiva- 
tion takes time, but the harvest is all 
the more rewarding. 

The skillful use of the ‘‘tools of 
the trade” are most important to the 
woman underwriter. In this age of 
professional underwriting, “techni- 
cal know-how’ is available to all who 
seek it. With the “know-how” come 
confidence, belief in yourself, and 
skill in using “third-party” influence. 
One of the greatest assets a woman 
underwriter can have is prestige with 
local attorneys and trust officers of 
the banks in the area in which she 
works. True we don’t sell wills and 
we don’t sell trusts as such, but if 
the need is there and we introduce 


the attorney or the trust officer into 
the situation, they sell us to the pros- 
pect. This is often the quickest route 
to a large sale. Women underwrit- 
ers in position to render this service 
stand out and CPA’s, attorneys and 
trust officers accept them on a pro- 


fessional basis and have no. re- 
luctance in recommending — their 
services. 


Prospecting—the crux of the life 
insurance business—is the big prob- 
lem. Anybody can sell a prospect: 
the proof of the salesman is chang- 
ing a suspect into a_ prospect. 
Women, keen observers that they 
are, are at no disadvantage here. 
The most desirable prospects for 
large amounts of insurance come 
from centers of influence who are 
sold on the underwriter. These cen- 
ters of influence can do for you what 

(CONTINUED ON PAGE 41) 





nation... 


PLUS...... 





HERE'S WHY... 


Farm Bureau is one of the fastest growing life companies in the 


As a multiple line company—every auto, fire, casualty and A&H policyholder is a life prospect— 


Flexible life plans, tailor made to fit the prospect’s needs. 
. . . Liberal agents’ contract including career financing and retirement 
program. 


. . Sound agents’ training through schools, management and_publica- 
tions. 


. . . Effective Sales Promotion including national ads and agents’ co- 


operative advertising. 


For a selling career offering success and security in Eastern United States, investigate Farm 


Bureau. You'll be glad you did. 


Farm Bureau Life Insurance Company 


associated with 


Farm Bureau Mutual Automobile Insurance Company 
Farm Bureau Mutual Fire Insurance Company 


HOME OFFICE — COLUMBUS, OHIO 
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“NOT ON YOUR LIFE!” 


. . . an emphatic way of saying NO. You'll 
get fewer “‘no’s”’ if you’ll emphasize LIVING 
INSURANCE. S.M.L. package plans are 
beamed at protection, not “on your life,” 


but “FOR YOUR LIVING” — or THEIRS! 
‘PLAN WITH SECURITY” 


THE 
SECURITY MUTUAL LIFE 
INSURANCE COMPANY 


LINCOLN, NEBRASKA 

















~ [i] FINANCIAL SECURITY... 


The ratio of surplus to required reserves in 
Central Life is one of the largest in the industry. 


y [2] COMPETITIVE POSITION ... 


Our new dividend scale initiated May 1, 1954 
has resulted in an even lower net cost. 


¥ [3] COMPANY... 


For years the Central Life has been awarded 
the highest rating by Best. A top quality mutual company. 


~ [4] GENERAL AGENCY OPERATION 


A contract with vested interests. Much 
sought after by those seeking agency management. 


¥ [5] UNDERWRITING POLICY... 


Substandard facilities. Disability and double 
indemnity benefits. Juvenile policies. 





Gives Steps to Avoid Failure 


(CONTINUED FROM PAGE 35) 





before you get into the presence of 
the prospect. 

Does the man making your calls 
use a planned presentation? 

Successful underwriters do. 

It is a foregone conclusion that 
all agents use some kind of a sales 
talk. It is not so important what 
presentation is used, be it your own, 
a company’s, or an insurance pub- 
lisher’s. But it is important that it 
present life insurance simply, from 
the prospect’s point of view, and in 
an orderly fashion. 


Interpret the Product 

It has been said that last year one 
million one-eighth inch drills were 
purchased in this country. Yet none 
of the people who bought an eighth- 
inch drill wanted one. What they 
wanted was an eighth-inch hole. In 
like manner, it may be said that not 
many people want life insurance, 
yet they all want the financial secur- 
ity for themselves and their families 
that it will provide. Successful sell- 
ing, therefore, hinges on your abil- 
ity to interpret your product in 
terms of what your prospects want. 
A young agent I know, after three 
months of experience in the life in- 
surance business, was exposed to a 
planned presentation, “You'll Earn 
a Fortune.” In the next 12 months 
he pyramided this talk into 133 paid 
cases for $1,060,000 volume. 

He accomplished this not because 
of the sales presentation, but rather 
because he refused to talk about 
mortgage insurance and confined his 
remarks to the provision of a home 
free and clear for a widow. He failed 
to mention educational trusts and 
the settlement option method of pay- 
ing out the funds. Instead he talked 
to his prospects about guaranteeing 
college diplomas for their successful 
sons and daughters even if they 
might not live to witness the event. 
He ignored, completely, life income 
for a widow, but asked his prospects 
if they wouldn’t like to have the lady 
who had done such a fine job of 
being a mother enjoy an easy chair 
by a radio in her old age rather than 
struggle with a mop pail and listen 
for the screech of the work whistle. 
He dramatized new careers at 65 
rather than the intricacies of the 
retirement income contract. He sold 
people the things they wanted to 
buy. 

Like Frog in Bowl 

I mentioned earlier that an under- 
writer may suffer from inertia. It is 
an obvious fact that your prospects 
do. They are like a frog in a bowl 
of water nestling down closer to the 
heat, if the bowl is placed over a 
flame, until eventually it boils to 
death. If, however, someone thumps 
the bowl prior to the time the water 
reaches the boiling point, the frog is 
capable of jumping free from cer- 
tain death. Your prospects are like 
the frog: they are stewing in the juice 
of their own complacency and slowly 
boiling to a financial death, unless 
you have the ability to thump the 
bowl. 


eas 


What can you say that will jar 
them? Let me read you a copy of 
an advertisement that en in 
the Los Angeles Daily Mirror; 
“Would some kind gentlemen, busi- 
ness or professional preferred, like 
to help a widow (35) keep her 
seven-year-old son? My son needs the 
guidance of a man and a good en. 
vironment which will modify, in. 
flect and support his behavior. If 
this type of person isn’t available, ] 
must separate from my son by put- 
ting him in a home while I work. ] 
am small, can be a true mate and 
will try to be a good homemaker, 
Who has the house for me to tum 
into a bright and cheerful home?” 
Mr. Prospect, could this be your 
widow? 

Or perhaps you have just com. 
pleted an interview with your pros. 
pect and his wife around the dining 
room table and they seem reluctant 
to take some immediate action. Up- 
stairs, their small daughter is sleep- 
ing peacefully Borrowing the text 
from an Aetna ad, you could drama- 
tize your product somewhat in this 
fashion: 


Dramatic Picture 


“Mr. Prospect, I should like to 
paint you a picture of the future 
which you will never see. The rea- 
son you won’t see it is because you 
have been called away, but you know 
the participants in this drama rather 
well. You see, Mr. Prospect, one of 
them is your small daughter and the 
other is young Johnny, your neigh- 
bor’s boy, who is such a good friend 
of hers. But, as you are so well 
aware, small children oftentimes say 
things, unconsciously, that hurt, 
and as your daughter is riding her 
bicycle up and down on the sidewalk 
in front of Johnny’s house, he yells, 
‘You haven’t got a father’: and then, 
Mr. Prospect, your daughter with 
her pigtails hanging down the back 
of her neck, jumps off her bicycle, 
stands there defiantly and says, ‘I 
have too got a father! It’s not fair 
to say I haven’t. Everybody has 
fathers—especially me! Daddy may 
not be here—but he takes just as 
good care of me as yours does. 
Maybe better! My mother told me 
so. She says all fathers try to take 
care of their children when they are 
here. But it takes a pretty special 
kind to look after you—even when he 
is called away. She says my father 
planned and planned and gave up 
things too—because he loved us more 
than lots of dads!’ Mr. Prospect, 
what kind of a father are you?” 


Motivation 

Do mere premium dollars stand 
in the way of the purchase of life 
insurance when a man would like to 
leave that sort of an opinion in the 
memory of his little girl? Will that 
sort of motivation stir him from his 
complacency? Personally, I think 
that is the kind of stuff sales are 
made of. 

Does the man you boss attempt to 
close a sufficient number of times? 

Successful underwriters do. 
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The closing process begins when 
you open the door to the prospect’s 
home or office, gain his confidence 
and secure an interview under 
favorable circumstances. During the 
interview a problem is uncovered 
and fixed, and life insurance is pre- 
sented as the solution. Now, the 
only thing remaining is to secure 
action. If the preceding steps were 
well done, both logically and emo- 
tionally, the closing process becomes 
more or less mechanical. It has been 
said that a big shot is nothing but 
a little shot that keeps shooting. A 
successful closer is nothing but a 
mediocre closer who keeps attempt- 
ing to close. He gives his prospect a 
suficient number of opportunities to 
buy. 

Make Many Attempts 

Yes, making multiple attempts to 
close will help improve a poor clos- 
ing ratio. There are many basic 
techniques that make stronger closes 
and I like to refer to some of these 
time-tested, sure fire principles as the 
A, B, C’s of closing. 

The letter “A” stands for assumed 
consent and serves as a reminder to 
close on this basis at the completion 
of the presentation. The assumed 
consent close is beyond any doubt the 
most successful closing method in 
existence in the sales field today. 
Your product is good, it is the only 
solution for most men and there is 
no reason why you should not as- 
sume that your prospect is ready to 
do business with you now. There- 
fore, you ask him to buy by saying, 
“I assume you would wish your wife 
to receive the benefits of this con- 
tract if anything should happen to 
you. What is her first name?” This 
one closing idea will probably be 
all that is necessary in 60% of the 
closing interviews you have. 


Bargain Appeal 

The next letter “B” refers. to the 
bargain appeal close. In spite of the 
good times we have been enjoying, 
the idea of securing a bargain still 
holds a tremendous amount of ap- 
peal to many buyers. At least it does 
in New York City where the discount 
houses are running rampant. Ref- 
erence to the non-forfeiture values, 
the good property aspect of life in- 
surance, equips you with the neces- 
sary appeal to the buyer’s bargain- 
ing instinct. Mention ‘the savings 
element in the cash value, indicate 
that the paid up values equal or 
exceed the total premiums paid in 
by the third or fourth year, point 
out the advantages of extended term 
insurance. The non-forfeiture values, 
by themselves, afford you an oppor- 
tunity to take three quick swings at 
the prospect. 

“C” helps recall the value of the 
cost of delay close. An explanation 
of the cost of delay is sound and 
basic selling, and accounts for a great 
deal of business today. Perhaps you 
may wish to sum it up as one New 
York Life agent, Cornie Schied, does 
by saying, “Mr. Prospect, if you de- 
lay your purchase of this plan now, 
one of three things will happen. 
Either you will pay more, buy less, 
or take a cheaper contract.” Of 


course, in addition to the aforemen- 
tioned disadvantages, the prospect 
is: (1) running the risk of becoming 
uninsurable; (2) preventing his 
family from having the protection 
in the event anything should hap- 
pen to him; and (3) keeping himself 
from enjoying as good a return from 
the plan. All of these are funda- 
mental to the sale of -life insurance 
and «yet their importance is some- 
times overlooked in the sales inter- 
view. 


The letter “D” refers to deferred 
income for the prospect’s dreams of 
his future. Appeal to selfish motiva- 
tion is no doubt the second strongest 
motivating :appeal in existence to- 
day. It is wrapped around an ex- 
planation of retirement benefits in 
the life insurance contract. Unfortu- 
nately, some men do not love their 
wives. and children and have no 
sense of responsibility to their fami- 
lies. Others realize that there comes 
a time in life when they can no 
longer afford to take a chance on 
losing money. In either case they 


are vitally concerned with what the 
plan will do for them. Point out the 
guaranteed income at ages 55, 60 or 
65, as well as the cash value avail- 
able at those times. After the income- 
producing ability of life insurance 
has been illustrated, you might say, 
“As you can see, Mr. Prospect, this 
plan will provide $100 a month in- 
come to you for life. Do you think 
$100 will be enough, or would you 
rather have $150 per month?” The 
man who had proved to be a tough 
prospect will often beam all over 
when he thinks of what the plan will 
do for him and selfish motivation 
has claimed another successful sale. 


“E” brings to mind a time-tested 
idea that has helped to close many 
hesitant and procrastinating pros- 
pects. The old examination close. 
Offer the prospect a challenge—take 
away all of the advantages that you 
have been discussing. Closing on 
the basis of the medical examina- 
tion is always a good parting shot. 
Indicate to your prospect that it 
takes more than money to purchase 


this plan, and that his good health 
is of major importance. You might 
say, “You look mighty healthy now, 
Mr. Prospect, and there certainly 
shouldn’t be any reason why this 
plan would not be available for you. 
However, I am not the man to de- 
termine that. Could you see the 
doctor this afternoon at two or 
would tomorrow morning at 10 be 
preferable? In this way we can ascer- 
tain if my company will offer you 
this excellent plan.” 

If your presentation has held any 
appeal at all, these five closing de- 
vices, the A, B, C’s of successful clos- 
ing, will help you successfully con- 
summate the sale. You will tremend- 
ously improve your present closing 
ratio if you will only remember to 
ask your prospect to buy once or 
twice more than you are doing now. 


Can the man in your shoes answer 
or eliminate objections? 

Successful underwriters can. 

The simplicity of the foregoing 
closing ideas does not mean that 





CHICAGO 40 


LOngbeach 1-6000 


President 





"Nhe Uctriopolitan Hotel with 
the Country Club Atmosphere” 


A. M. SONNABEND 


EDGEWATER BEACH Aote 


~ 
om? 


Plan your Winter vacation for Chicago, staying at the world-renowned 
EDGEWATER BEACH Hotel, home of the famed Marine Dining Room, the 
country’s outstanding hotel dining and showroom. Dining and dancing, with 
headliners starring in lavish floor shows are a nightly feature. Only minutes 
away from Chicago’s ““Loop” by our own motor coaches operating on frequent, 
regular schedules. Your reservation will be given careful attention. 


H. J. LA FRENERE 


Director of Sales. 





9 T ° is 
i 


PHIL J. WEBER 


Vice President and General Manager 












i 


Teletype: CG 2378 











10) NATIONAL LIFE CONVENTION DAILY, SEPTEMBER 23, 1954 


2nd Day 











VISITING 


CALIFORNIA? 


Plan to visit 


America’s most beautiful 


Memorial Park 


FOREST LAWN 
MEMORIAL-PARK 


GLENDALE 5, CALIFORNIA 


FOREST LAWN LIFE INSURANCE COMPANY 











Company-owned 
Home-Office 
Building 






=m ‘pm le” 
“en 


oe st 


——_= = 28 we ws «ae ‘en 
ee a 





i 


= - 28fF ee em 


Rene 


es 


a S22 = om om 
a 


GB 


Big enough 


and 
getting 
bigger 
and 
looking 
for men 
who are 
the same 


@ 
Licensed in 


3! STATES 
Hawaii and 


Alaska 
@ 


Write J. N. Mitchell re General Agency Opportunities 


eneficial 


STANDARD LIFE INSURANCE COMPANY 


HOME OFFICE: 756 SO. SPRING ST. 
LOS ANGELES 14, CALIF. 











answering objections will not be a 
part of the closing procedure. There 
are many good answers to objections, 
but time will not allow us to review 
them. Along this line I would like 
to make only one suggestion. For the 
next month record in your plan 
book or on the back of an old en- 
velope, the abjections you encounter 
during interviews in which you do 
not make a sale. At the end of the 
month analyze this list and you will 
be surprised to find that there is 
probably only one major objection 
unanswered, which is making the 
difference between a successful sale 
or a lost sale for you. 


Aim at Objection 

Then, gear your presentation to 
eliminate that objection. For ex- 
ample, should it be “No Money,” 
take a look at your prospecting. In 
other words, are you prospecting 
among a group of people who 
haven't any purchasing power? The 
best salesman in the world cannot 
merchandise his product if his pros- 
pects just do not have the ability 
and the wherewithal to buy. 

For example, is your major ob- 
jection “No Need”? If so, review 
your sales presentation and_ see 
whether or not you are using little 
catch phrases such as, “when you 
die.” I know of a very successful 
underwriter in the midwest who 
winds up every interview by point- 
ing to the line on the application 
where the prospect should put his 
name and saying, “You better sign 
now—because you might die.” Have 
you pointed out to your prospect 
that many men and women are lying 
in the hospital this morning who 
did not expect to be there last night? 
Reemphasize the fact that there is a 
real need for your product. 

Too often underwriters have cre- 
ated the objections in the minds of 
prospects by their method of presen- 
tation. Let’s attempt to analyze the 
problem and eliminate it before it 
becomes a Frankenstein monster. 


Fable Helped 

Early in my insurance career I 
learned about life and life insurance 
selling from a story that is told con- 
cerning a modern day historian. It 
seems that this man was out at a 
party one evening and was ques- 
tioned by one of his friends about 
how many pages he would require 
to record the outstanding lessons of 
history. After a little thought the 
historian responded that it would 
require approximately four or five 
pages. The following morning he 
called his friend and apologized for 
indicating that he would require 
four or five pages to record the les- 
sons that could be learned from sev- 
eral centuries of history. His friend 
indicated that ‘he thought perhaps 
the historian had misspoken as he 
felt certain that many chapters and 
volumes would be required. 

The historian replied, “No, my 
friend, you misunderstand me. The 
outstanding lessons of history can be 
recorded in four sentences.” 

As these four sentences have meant 
so much to me I should like to con- 
clude by passing them along to you. 


The first lesson is “The mills of 
the Gods grind slowly, but they 
grind exceedingly fine.” My talk ha; 
perhaps indicated that each and 
every day, as we go about our work, 
the mills of the Gods are grinding 
for us. They are grinding us toward 
success or failure. It would be wel] 
to note that while they grind slowly, 
they grind exceedingly fine. Will 
you be left with the chaff, the fail. 
ures, or will you emerge successful? 


Positive Attitude 

The second lesson of history js 
“Those whom the Gods would de. 
stroy, they first make angry.” Earlier 
I mentioned the necessity for the 
maintenance of a positive mental 
attitude. Success cannot be obtained 
without it. On those days when you 
think times are bad, when conditions 
have gotten to the point where you 
are mad at your general agent or 
manager, at your company and, per- 
haps, even angry with yourself, re- 
member the second lesson of history, 
The Gods are getting ready to de. 
stroy you ‘because they are first mak- 
ing you angry. 

The third lesson of history is 
“The bee fertilizes the flower it 
robs.” I thought about this particu- 
lar lesson a long time and then | 
remembered an interview that I had 
with my supervisor very early in my 
insurance career. He called me into 
his office one day after I had had a 
rather unsuccessful week and said, 
“Fred, I would like to make one 
suggestion to you. The next time 
you are talking to a man about life 
insurance and you find that he only 
has one dollar in his pocket between 
himself and starvation, you get that 
dollar and put it into life insurance. 
Because if that man does not live to 
see the light of the mext day the 
benefits that will have accrued in 
life insurance for ‘his family will be 
multiplied many times over.” It 
was then I realized that I had felt as 
though I were taking money from 
things my prospect needed for every 
day living. I felt as if I were stealing 
from them, rather than appreciating 
the fact that through life insurance 
I was creating the benefits to assure 
financial security for their widows 
and children. How do you feel when 
you ask your prospects to buy life 
insurance? 


Final Lesson 

And the fourth and last lesson, 
and perhaps the greatest of all, is, 
“Sometimes when it is dark enough 
we can see the stars.” It would be 
ridiculous for me to stand in front 
of this assemblage and indicate to 
you that we might always have good 
times. Wars, depressions, and many 
other disasters on a national or in- 
ternational scale may perhaps plague 
our days in the future. However, I 
know that as long as there are men 
and women like yourselves repre: 
senting this great business and an- 
swering “‘no” to the question, “Are 
you planning for failure?” your com- 
munity, your city, your state and 
your country will always be a mighty 
fine place to live in. No matter how 
dark it may become, we will always 
be able to see the stars. 
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Career Women Gain as Prospects 


(CONTINUED FROM PAGE 37) 





gain, and by now she is ready for 
i, It’s become part of her thinking, 
wen though, all this time, we have 
jad only the one interview. 

A woman will buy only what she 
understands. My presentation is 
just a good visit. Anyone can follow 
i, And I know exactly the sentence 
that does the trick, after the right 
notivation, “We will give $13,000 
incash or an income of $77 a month, 
wery month, every month as long as 
you live.” By 1950, when I started 
¢ling to women, (I knew I was with 
ihe finest company, that my training 
had been the best in the world, and 
[had lived a long time) women 
ould say nothing that would shock 
ne, very little that surprised me, and 
my great joy, I found that I could 
often be helpful. 

Wonderful things are happening 
jo women. In five years I have seen 
ichange, and awareness of her own 
worth, and earlier awakening of re- 
ponsibility that delights my soul. I 
used to think of my ideal prospect as 
igal of about thirty-five—self-suffici- 
ent, maybe an office manager, earn- 
ing upwards of $3,000 a year, with 
her own apartment, furniture, and 
iar, saving money regularly and re- 
weptive to a sound idea or quietly 
desperate, because she was spending 
itall. But this year, of my some 60 
cases, at least one-fourth are of a new 
ype—girls, perhaps 25 or 26, highly- 
rained young professional women, 
mostly—many of them my daughter 
Sally’s friends. They are clear think- 
ing, level headed young women, 
fearless, adventurous—a far cry from 
the 25-year-old of my youth. They’ve 
lived through two wars; many have 
worked in foreign jobs. They know 
exactly what I mean when I say, 


“Every woman in this world should 
have some little bit of independence, 
some one financial plan that is un- 
deniably her own. Getting married is 
not the solution to everything. You 
might be right back on your own for 
a lot of reasons.” Though this girl 
is earning a good salary, she hasn’t 
had much luck in hanging onto any 
of it. Ofter she suggests saving a lit- 
tle more than she can. We break 
down her budget relentlessly, and 
taking everything into consideration, 
we arrive at a realistic figure. 

And there you have it! America 
is full of women who need financial 
plans, and they are ready for them 
at an earlier age than ever before. 
Because they command good in- 
comes and often have fewer respon- 
sibilities, they can write out a bigger 
check than most men. Miss America 
will buy if: 

1. She understands completely and 
realizes the potential of her plan. 

2. If the plan is vividly presented 
so she can see herself as the main 
character of the story and can feel 
that it is custom made for her. 

3. Since it involves more cash than 
a trip to Europe, or a new car, it is 
logical and natural that she have a 
“conditioning period” leading up to 
her purchase. 

I like pioneering in this almost un- 
touched field. Just imagine the 
women’s market of tomorrow with 
each year’s crop of highly trained 
girls increasing the numbers. I’m 
positive that a peak into the future 
would see almost every career woman 
with at least one savings plan. Guid- 
ing them seems to me an important 
and challenging job. I wouldn't 
miss it for the world! 
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you can’t do for yourself. They sell 
you to the prospect before you ever 
enter into the situation. You can 
sll yourself, or you might say the 
sale can be made in your mind, on 
what a properly qualified prospect 
needs before you get an appoint- 
ment to meet him. Current events, 
business trends and knowledge of 
tax legislation can be used skillfully 
IN prospecting as well as in selling. 
Personal observation coupled with 
Imagination alerts the underwriter 
to life insurance situations, not hav- 
ing wives, women are at a disadvan- 
tage in this method of prospecting. 
There is only one possible disad- 
vantage for women underwriters in 
selling insurance for business and 
tax purposes, and that is in the ap- 
proach. Most prospects are men and 
we do not have the advantage of 
fellowship of the civic clubs and golf 
courses. But, once we are into the 
situation, once we have the pros- 
pect’s picture, this disadvantage dis- 
appears and from there on out, if 
anything, we have an edge. Selling 
yourself gets you into the situation, 





XUM 


selling yourself of the propect’s needs 
is the first step in making the sale. 

Successful men often like to in- 
dulge in a bit of bragging about 
their accomplishments, and accus- 
tomed as they are to talking things 
over with wives and mothers, it is 
easier for them to grow enthusiastic 
in the presence of a woman under- 
writer. When we have their confi- 
dence, they can admit their lack of 
knowledge about such things as 
marital deduction, section 115 (g) 3, 
or “transfer for value,” without feel- 
ing inferior, The woman under- 
writer admits knowing just enough 
to help him discover the answer and 
plants the idea of what life insur- 
ance can do. We sell ourselves when 
we are just smart enough but not too 
smart! 

Selling a will unlocked the door to 
a sale of $195,000 insurance on the 
life of one of my prospects. 

He was first approached in 1948; 
the result was, “When I buy life in- 
surance I am going to buy it from 
you.” In 1950, indications were that 
he should have been a prospect, still 
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answering objections will not be a 
part of the closing procedure. There 
are many good answers to objections, 
but time will not allow us to review 
them. Along this line I would like 
to make only one suggestion. For the 
next month record in your plan 
book or on the back of an old en- 
velope, the abjections you encounter 
during interviews in which you do 
not make a sale. At the end of the 
month analyze this list and you will 
be surprised to find that there is 
probably only one major objection 
unanswered, which is making the 
difference between a successful sale 
or a lost sale for you. 


Aim at Objection 

Then, gear your presentation to 
eliminate that objection. For ex- 
ample, should it be “No Money,” 
take a look at your prospecting. In 
other words, are you prospecting 
among a group of people who 
haven't any purchasing power? The 
best salesman in the world cannot 
merchandise his product if his pros- 
pects just do not have the ability 
and the wherewithal to buy. 

For example, is your major ob- 
jection “No Need”? If so, review 
your sales presentation and _ see 
whether or not you are using little 
catch phrases such as, “when you 
die.” I know of a very successful 
underwriter in the midwest who 
winds up every interview by point- 
ing to the line on the application 
where the prospect should put his 
name and saying, “You better sign 
now—because you might die.” Have 
you pointed out to your prospect 
that many men and women are lying 
in the hospital this morning who 
did not expect to be there last night? 
Reemphasize the fact that there is a 
real need for your product. 

Too often underwriters have cre- 
ated the objections in the minds of 
prospects by their method of presen- 
tation. Let’s attempt to analyze the 
problem and eliminate it before it 
becomes a Frankenstein monster. 


Fable Helped 

Early in my insurance career I 
learned about life and life insurance 
selling from a story that is told con- 
cerning a modern day historian. It 
seems that this man was out at a 
party one evening and was ne 
tioned by one of his friends about 
how many pages he would require 
to record the outstanding lessons of 
history. After a little thought the 
historian responded that it would 
require approximately four or five 
pages. The following morning he 
called his friend and apologized for 
indicating that he would require 
four or five pages to record the les- 
sons that could be learned from sev- 
eral centuries of history. His friend 
indicated that the thought perhaps 
the historian had misspoken as he 
felt certain that many chapters and 
volumes would be required. 

The historian replied, “No, my 
friend, you misunderstand me. The 
outstanding lessons of history can be 
recorded in four sentences.” 

As these four sentences have meant 
so much to me I should like to con- 
clude by passing them along to you. 


The first lesson is “The mills of 
the Gods grind slowly, but they 
grind exceedingly fine.” My talk has 
perhaps indicated that each and 
every day, as we go about our work, 
the mills of the Gods are grinding 
for us. They are grinding us toward 
success or failure. It would be well 
to note that while they grind slowly, 
they grind exceedingly fine. Will 
you be left with the chaff, the fail- 
ures, or will you emerge successful? 


Positive Attitude 

The second lesson of history js 
“Those whom the Gods would de. 
stroy, they first make angry.” Earlier 
I mentioned the necessity for the 
maintenance of a positive mental 
attitude. Success cannot be obtained 
without it. On those days when you 
think times are bad, when conditions 
have gotten to the point where you 
are mad at your general agent or 
manager, at your company and, per- 
haps, even angry with yourself, re- 
member the second lesson of history. 
The Gods are getting ready to de- 
stroy you ‘because they are first mak- 
ing you angry. 

The third lesson of history is 
“The bee fertilizes the flower it 
robs.” I thought about this particu- 
lar lesson a long time and then I 
remembered an ‘interview that I had 
with my supervisor very early in my 
insurance career. He called me into 
his office one day after I had had a 
rather unsuccessful week and said, 
“Fred, I would like to make one 
suggestion to you. The next time 
you are talking to a man about life 
insurance and you find that he only 
has one dollar in his pocket between 
himself and starvation, you get that 
dollar and put it into life insurance. 
Because if that man does not live to 
see the light of the mext day the 
benefits that will have accrued in 
life insurance for ‘his family will be 
multiplied many times over.” It 
was then I realized that I had felt as 
though I were taking money from 
things my prospect needed for every 
day living. I felt as if I were stealing 
from them, rather than appreciating 
the fact that through life insurance 
I was creating the benefits to assure 
financial security for their widows 
and children. How do you feel when 
you ask your prospects to buy life 
insurance? 


Final Lesson 

And the fourth and last lesson, 
and perhaps the greatest of all, is, 
“Sometimes when it is dark enough 
we can see the stars.” It would be 
ridiculous for me to stand in front 
of this assemblage and indicate to 
you that we might always have good 
times. Wars, depressions, and many 
other disasters on a national or in- 
ternational scale may perhaps plague 
our days in the future. However, | 
know that as long as there are men 
and women like yourselves repre- 
senting this great business and an- 
swering ‘“‘no” to the question, “Are 
you planning for failure?” your com- 
munity, your city, your state and 
your country will always be a mighty 
fine place to live in. No matter how 
dark it may become, we will always 
be able to see the stars. 
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Career Women Gain as Prospects 


(CONTINUED FROM PAGE 37) 





again, and by now she is ready for 
it. It’s become part of her thinking, 
even though, all this time, we have 
had only the one interview. 

A woman will buy only what she 
understands. My presentation is 
just a good visit. Anyone can follow 
it. And I know exactly the sentence 
that does the trick, after the right 
motivation, “We will give $13,000 
in cash or an income of $77 a month, 
every month, every month as long as 
you live.” By 1950, when I started 
selling to women, (I knew I was with 
the finest company, that my training 
had been the best in the world, and 
I had lived a long time) women 
could say nothing that would shock 
me, very little that surprised me, and 
to my great joy, I found that I could 
often be helpful. 

Wonderful things are happening 
to women. In five years I have seen 
a change, and awareness of her own 
worth, and earlier awakening of re- 
sponsibility that delights my soul. I 
used to think of my ideal prospect as 
a gal of about thirty-five—self-suffici- 
ent, maybe an office manager, earn- 
ing upwards of $3,000 a year, with 
her own apartment, furniture, and 
car, saving money regularly and re- 
ceptive to a sound idea or quietly 
desperate, because she was spending 
it all. But this year, of my some 60 
cases, at least one-fourth are of a new 
type—girls, perhaps 25 or 26, highly- 
trained young professional women, 
mostly-many of them my daughter 
Sally’s friends. They are clear think- 
ing, level headed young women, 
fearless, adventurous—a far cry from 
the 25-year-old of my youth. They’ve 
lived through two wars; many have 
worked in foreign jobs. They know 
exactly what I mean when I say, 


“Every woman in this world should 
have some little bit of independence, 
some one financial plan that is un- 
deniably her own. Getting married is 
not the solution to everything. You 
might be right back on your own for 
a lot of reasons.” Though this girl 
is earning a good salary, she hasn’t 
had much luck in hanging onto any 
of it. Ofter she suggests saving a lit- 
tle more than she can. We break 
down her budget relentlessly, and 
taking everything into consideration, 
we arrive at a realistic figure. 

And there you have it! America 
is full of women who need financial 
plans, and they are ready for them 
at an earlier age than ever before. 
Because they command good in- 
comes and often have fewer respon- 
sibilities, they can write out a bigger 
check than most men. Miss America 
will buy if: 

1. She understands completely and 
realizes the potential of her plan. 

2. If the plan is vividly presented 
so she can see herself as the main 
character of the story and can feel 
that it is custom made for her. 

3. Since it involves more cash than 
a trip to Europe, or a new car, it is 
logical and natural that she have a 
“conditioning period” leading up to 
her purchase. 

I like pioneering in this almost un- 
touched field. Just imagine the 
women’s market of tomorrow with 
each year’s crop of highly trained 
girls increasing the numbers. I’m 
positive that a peak into the future 
would see almost every career woman 
with at least one savings plan. Guid- 
ing them seems to me an important 
and challenging job. I wouldn't 
miss it for the world! 








Concentrates on Business Cover 


(CONTINUED FROM PAGE 37) 





you can’t do for yourself. They sell 
you to the prospect before you ever 
enter into the situation. You can 
sell yourself, or you might say the 
sale can be made in your mind, on 
what a properly qualified prospect 
needs before you get an appoint- 
ment to meet him. Current events, 
business trends and knowledge of 
tax legislation can be used skillfully 
In prospecting as well as in selling. 
Personal observation coupled with 
imagination alerts the underwriter 
to life insurance situations, not hav- 
Ing wives, women are at a disadvan- 
tage in this method of prospecting. 

There is only one possible disad- 
vantage for women underwriters in 
selling insurance for business and 
tax purposes, and that is in the ap- 
proach. Most prospects are men and 
we do not have the advantage of 
fellowship of the civic clubs and golf 
courses. But, once we are into the 
situation, once we have the pros- 
pect’s picture, this disadvantage dis- 
appears and from there on out, if 
anything, we have an edge. Selling 
yourself gets you into the situation, 


selling yourself of the propect’s needs 
is the first step in making the sale. 

Successful men often like to in- 
dulge in a bit of bragging about 
their accomplishments, and accus- 
tomed as they are to talking things 
over with wives and mothers, it is 
easier for them to grow enthusiastic 
in the presence of a woman under- 
writer. When we have their confi- 
dence, they can admit their lack of 
knowledge about such things as 
marital deduction, section 115 (g) 3, 
or “transfer for value,” without feel- 
ing inferior. The woman under- 
writer admits knowing just enough 
to help him discover the answer and 
plants the idea of what life insur- 
ance can do. We sell ourselves when 
we are just smart enough but not too 
smart! 

Selling a will unlocked the door to 
a sale of $195,000 insurance on the 
life of one of my prospects. 

He was first approached in 1948; 
the result was, “When I buy life in- 
surance I am going to buy it from 
you.” In 1950, indications were that 
he should have been a prospect, still 
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there was no interest. Three years 
later, the situation changed. He was 
a success, and every time the news- 
papers had something to say about 
him at least a dozen life insurance 
agents called on him. He became 
insurance conscious. Competition 
is really an asset when you consider 
it a tribute to your prospecting 
marksmanship. 

A chance meeting in March, 1953, 
produced this result: “I am going 
to buy life insurance this fall, and 
when I do I'll buy it from you.” In 
July, I got the facts; he operated as 
a sole proprietor; his net income be- 
fore taxes was more than $250,000; 
he didn’t know his net worth; his 
home and some business property 
were in his wife’s name; he thought 
he had a will which his wife carried 
around in her billfold; the wife had 
no will and he didn’t see why she 
needed one. He owned less than 
$16,000 insurance, including $10,000 
NSLI on a term basis, the wife 
owned none. 


The first sale was $15,000 to him 
and $30,000 to the wife on his life; 
this amount was arrived at because 
his accountant suggested that he own 
about $50,000 insurance for no speci- 
fic reason, and T wanted to get him 
examined could “order out” 
what he really needed. 

When the instrument the 
carried around in her billfold turned 
out to be a power-of-attorney, the 
GI variety, the way was opened to 
bring in an attorney, a will-minded, 


so I 


wife 


insurance-conscious attorney, and a 
trust officer. A consultation with 
this team of “experts” resulted in a 
recommendation that the business 
be incorporated, and that the cor- 
poration buy $100,000 key-man in- 
surance on his life. In August, 1954, 
another $50,000 was recommended. 

Knowledge, vision, patience, em- 
pathy and third-party influence all 
played a part in maturing an idea 
planted five years earlier. 
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cularized him and sent out a little 
literature, calendars, and I put my 
name before him quite a bit. I’ve 
just about quit calling on people 
unless I’ve had someone tell him 
that I’m a pretty good boy, he ought 
to talk to me, and I’m not going to 
hurt him. At least I try to get them 
to think that I’m going to really do 
them some good, all they’ve got to 
do is just see me a few minutes, and 
I'm easy to get rid of. 

Question: You soften them up in 
advance then? 


Paves the Way 

Mr. Killen: Well, I try to pave the 
way a little bit. I used to go out and 
wait in the office and cool my heels 
a bit around there and they'll never 
get me in there to see them again. 
I've got to work through third-party 
influence, like we said. I’ve got to 
get somebody to get me in. 

Question: All right now, be more 
specific. In your actual approach, 
give us your approach, how do you 
close the gate on your prospects? 
That's your term, “Closing the gate 
on them.” 

Mr. Killen: Well, I get in there 
and the first thing I do I tell them, 
“Now, [ want to get you even with 
the truck driver. You're a young 
man here, and you owe it to your 
family to start out even with the 
truck driver,” and he looks at me 
and says, “Well, what do you mean, 
start out even with the truck driver?” 
I say, “Well, a truck driver is mar- 
ried, with two children, on his social 
security he’s worth about $48,000 if 
he dies today, and how much are 
you worth if you die today?” And 
he says, “Well, I owe everybody in 
town,” so I say, “Brother, you stand 
in a deep hole. You'd better let me 
help you out of that thing.” 

“And on top of that if you had a 
good truck driving job you'd have a 
little group insurance, $3,000 to 
$5,000. A truck driver’s worth a lot 
money. Let’s give your kids the same 
break. I’m sure you want your kids 
to play on the same street that the 
truck driver’s do.” 

Question: Now, move on to the 
point where you eliminate in 
advance the “‘no-money,” the “friend 
in the business,” “let’s talk it over 
with my wile,” which we all run into 
so often in the close. 


Builds Himself Up 

Mr. Killen: All right. I get in 
there and I go with this song and 
dance, and I come into the man and 
after I sell him and tell him I’m not 
hungry—I’m my own publicity agent, 
I've got my books there and I tell 
him I'm a great man and everybody 
gets a letter from the home office 
saying he’s led the company for two 
hours or something like that, and 
I use that and build myself up and 
say, “Now, are you in a position to 
put away a little money if you see 
anything that you like here that I’ve 
got to show you?” That’s one of my 
first questions. He'll either say, 
“Well, yes, I've got a little money 
put away,” and I say, “OK, that’s 
fine,” and I close the gate on him 


right there. If he says, “I don’t have 
any money,” I say, “Well, I'll go see 
somebody else.” And I’ve got to see 
a lot of people that way. 

Then, the second thing I ask him, 
I say, “Is there any reason that you 
couldn’t do business with me if we 
uncover something here? Have you 
got a brother-in-law in the business 
or does your daddy sell it?” That 
thing was about to kill me the first 
year in the business and Reed 
Brinton told me, “If you’ll just ask 
them a simple question, ‘Is your 
mother selling life insurance?’ That 
will save you a lot of time and a lot 
of hard work.” 


Must Talk It Over 

All right. The third question, get 
right down to the heat of the sale, 
say, “Are you the boss?” Most of 
chem will say, “Yes, I’m the boss” 
or, “No, I’m not, I’d have to talk 
this thing over with my father.” I’ve 
had guys 35 years of age say, “Well, 
1 couldn’t do anything until I talk 
to my Dad,” and I say, “Well, now 
here, man, it’s time for you to make 
one decision. Let’s thrash this thing 
out now, but if you can’t let’s go 
talk to Daddy.” He’s not going to 
hear my sales talk until I close those 
three gates and when I get those 
three gates closed, I’m going to milk 
the cows or he’s not going to get 
the talk. 

Mr. Earls: Someone describing 
Smokey as we were talking about 
him said Smokey walks around a guy 
for about 30 seconds and if he doesn’t 
do any good he leaves him. 

Well, these fellows don’t show 
their wares unless they get favorabie 
circumstances. They eliminate the 
objections in advance. He sells 270 
lives a year so you know he’s not 
wasting his time. Al Granum, why 
do you want prospects with back- 
ground similar to your own? 


Refers to Kinsey 

Mr. Granum: Well, let me give 
you a little background about it. 
There’s a gentleman down in Indi- 
ana at the university, I think, by 
the name of Kinsey who’s written a 
couple of pretty good books and for 
the life insurance man who's sup- 
posed to have a reasonably liberal 
education already even without these 
midnight trips to Tiajuana, I think 
one of the most helpful chapters in 
his book is the one in which he talks 
about the tremendous problem which 
his interviewers face. 

Kinsey points out that his people 
have to be able to go out and speak 
with equal ease and understanding 
to, say, the streetwalker in Calumet 
City one day and the president of 
the woman’s club in Poughkeepsie 
the next day. Before his men can 
do that they have to understand the 
vocabulary, appreciate the back 
ground and vicariously at least be 
able to put themselves in the shoes 
of people in all these different levels 
of society. 

And that’s a pretty tough propost- 
tion. Kinsey tells us that starting 
with brilliant sociologists he still has 
to give them a couple of years of 
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of there again. So Friday night I 
knew I was coming down here and 
I know there’s a lot of boys jumping 
at these interns down in my part of 
the woods, so I saw him at a dance 
and he’s had a few scotches under 
his belt and he said, “Say, I'll buy 
that insurance from you right now if 
you've got an application,” and I 
didn’t have an “app” with me, I was 
caught short, and I said, “Well, how 
about coming by to see you tomor- 
row?” and he said, “Well, I tell you 
what, if you get me a membership 
to this club here, I’ll do that if you 
Want to come out tomorrow.” 
That was on a Saturday, I think 





YIM 


Then, said Mr. Earls, Messrs. Kil- 
len and Granum are realistic, almost 
ruthless with their prospects as well 
as with themselves. They realize 
they can’t sell everyone. Their time 
is valuable, they don’t waste it visit- 
ing. They are professional. 

“Did you ever have an opportunity 
to visit a high-powered lawyer or did 
you ever visit, professionally, an out- 
standing medical specialist?” he 
asked. “How long does it take them 
to get down to business? They don’t 
dance around with you. They don’t 
talk baseball or swap stories. They 
wanted to get accomplished the job 
at hand, Did you like the doctor or 
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the lawyer? Not necessarily. Were 
you impressed with him? Most as- 
suredly. ‘These two lads are success- 
ful enough, wise enough, yes, profes- 
sional enough to recognize that 
everyone is not a prospect for them 
and they don’t fret or waste time on 
vain hopes because they know there 
are plenty more prospects to be 
found—more than they will ever be 
able to see!” 

The third quality of these men, 
said Mr. Earls, is enthusiasm. 

“I went 214 months making two 
presentations a day in my first year 
in the life insurance business with- 
out making a sale, using the same 
presentation that worked in the be- 
ginning and finally worked before 
the year was over,” he said. “What 
was the difference? For 214 months, 
1 was mechanical and there was no 
zip in my presentation. I lacked en- 
thusiasm. Enthusiasm doesn’t have 
to be the warm, bubbling-over kind 
like Smokey Killen’s. It can be re- 
fined, quiet, sincere type that Al 
Granum so forcefully represents.” 

The final point about Messrs. Kil- 
len and Granum is that they use 
their process regularly, said Mr. 
Earls. Mr. Killen has made an aver- 
age of more than 200 sales a year for 
the last seven years. Mr. Granum, 
with his simplified program, has to 
get three referred prospects and write 
three letters to get one interview. 
In half his interview he gets sufficient 
facts to prepare a proposal and 80% 
of these result in sales with about 
75 sales a year. 

“Does that sound like work?” Mr. 
Earls asked. “You know it is!” 

Mr. Earls wound up by declaring 
that anybody, using these four sim- 
ple rules, can aspire to membership 
in the Million Dollar Round Table, 
if they want to enough. 

After thanking the profiles parti- 
cipants, Chairman Bearden said: 

“What is the secret to Million 
Dollar Round Table qualifications? 
There is no secret formula—they are 


just ordinary guys who are organized Table.” 


—have a purpose—a competitive 
spirit—and are willing to pay the 
price for success, 

“What can the Round Table mean 
to you? It will mean that once you 
have accomplished your first quali- 
fication and attended your first meet- 
ing, you will experience a thrill from 
your association with these success- 
ful underwriters from all parts of 
the country, that will inspire you to 
qualify each year—it will mean pres- 
tige for you in your community — 
increased income, and a satisfaction 
that you are doing a successful job. 

“Many men have gone on record 
as saying that attending their first 
meeting was the turning point 
towards a successful career. 

“Bert Jaqua, director of the insur- 
ance school of $.M.U., appeared on 
our Greenbrier program last year 
and I would like to quote his obser- 
vation: ‘It is the greatest driving 
force in the insurance industry to- 
day; it’s the greatest source of up- 
grading; they are all wonderful guys.’ 

“We want to keep membership in 
the Round Table the most prized 
honor in the life insurance business, 
so naturally it is our responsibility 
to see that the standards are main- 
tained.” 


Presenting George Byrnes, the 
1955 chairman-elect, Mr. Bearden 
said: 


“This is my last official appearance 
as chairman of the Round Table. It 
has been a wonderful chapter in my 
life and it has afforded me the pleas- 
ure of associating and working with 
some of the finest men I have ever 
known. I shall be ever grateful for 
this honor. 

“On Nov. 1 George Byrnes will 
assume the office of chairman and | 
am confident when the 1955 year is 
closed, the Round Table and the en- 
tire insurance business will have 
benefited from the great ability and 
fine character of this fine person. 
With extreme pleasure I present to 
you, the chairman of the 1955 Round 





Clark Addresses GAMC Luncheon 
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asking themselves such questions as 
these: Are we utilizing all the cost- 
saving techniques and methods that 
are now available? 


Is our product adapted to the 
needs of our customers, or should it 
be changed in any way to make it 
more acceptable? Is our product 
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every phase of the life insurance 
marketing process. Enact time con- 
trol the first hour and continue daily 
throughout his life insurance career, 
but in any event, during his entire 
financing period, if any. This will 
avoid indefiniteness, indecision, con- 
fusion, discouragement, and failure. 

Let him know that while some 
mystery about life insurance exists 
in the minds of some, it is largely 
because it is the science of law, 
mathematics, medicine, and invest- 
ment. Show him you are prepared 
to interpret and simplify it so that 
it becomes a most fascinating career 
if he is qualified for its exacting de- 
mands, Whatever you do, make sure 
that the men you hire are on your 
wave length and that you can influ- 
ence them in thought and action. 
This will go a long way toward solv- 
ing your supervisory problems. Let 
him know that your home office is 
a factory which manufactures money 
delivery vehicles ready to guarantee 
delivery of dollars. Dollars for per- 
sonal, family, business, estate, and 
investment needs which exist before 
he goes to see each person. He has 
the high privilege and exciting op- 


portunity to hold friendly discussions 
with several people each day in or- 
der to discover whether each one 
already has on hand enough dollars 
to satisfy all of his future needs or 
the needs of everyone having an 
economic interest in his life. If not, 
he is in a position to make a quota- 
tion for delivering the needed dollars 
on easy terms. Terms that each pros- 
pect can’t afford not to at least con- 
sider. 

We have assisted several men in 
becoming million dollar producers 
by really believing in getting them 
to believe beyond any doubt that 
they could bargain with life, just as 
each of you can, for anything they 
really wanted, would organize for, 
work intelligently for, have absolute 
faith in, and call upon all the 
strengths within to bring it about. 

It is my steadfast conviction that 
“more men fail through ignorance 
of their strength than through knowl- 
edge of their weakness.” However, 
unless we find ways and means of 
keeping men alerted to and exercis- 
ing their God-given powers, then 
weaknesses, such as discouragement, 
poor mental attitude, fear and worry 








right in terms of price and quality? 

If a business is to adapt its policies 
and practices to the new situations 
that arise, it must be willing to ac- 
cept the risks of new developments. 
In order that the risks may be mini- 
mized, however, development plans 
must be based upon an analysis of 
all the pertinent information avail- 
able. 

The executives responsible should 
be kept informed of the results of 
changes in their field. They must 
stay abreast of developments in labor- 
management relations, in consumer 
psychology, and in _ population 
growth and movement. Only by such 
means can the probable gains of 
expansion be measured against the 
costs and risks and a wise decision 
reached. 

The successful general agent or 
manager is one who is gifted with 
“side vision.” While attending to 
his own business—he is able to see 
what is going on around him—not 
only what his competitors are doing, 
but also what changes are taking 
place in other industries. He keeps 
an eye on the spending plans of 
government and on trends in the 
economy as a whole. 

These are exacting demands. They 
are unavoidable, however, in an 
economy where innovation, improve- 
ment, and expansion are the order 
of the day. The men in the life in- 
surance business who are most suc- 
cessful in meeting these demands will 
be the ones which will survive and 
continue to make profits. 

This is the new look in selling. 

Let us exercise our “side vision” 
for a moment and—without benefit 
of a crystal ball—could we all look 
at some pertinent facts—economic, 
political, sales. 

In spite of much talk of a buyers’ 


market there are many facts that 
point towards continued growth in 
our economy. In the period from 
1940 through 1953: 

1. Life insurance has grown tre- 
mendously in both assets and in- 
surance in force. 

2. Other forms of savings have 
grown at an even more phenomenal 
rate. 

3. The increase in goods and serv- 
ices for home comforts and pleasures 
is tremendous. 

We must sharpen our tools and 
techniques if we are to maintain our 
rightful place for a share of the con- 
sumer dollar—that is part of the hard 
new look in selling. 

However, there are many factors 
that offer challenge and opportunity 
to the alert. 

1. There are 12 times as many 
families with incomes of $3,000 or 
more than was the case in 1940—- 
271% million vs. 214 million. This 
startling fact needs little elaboration. 

2. Dollars for discretionary spend- 
ing in the hands of the mass of the 
population are five times greater 
than in 1940. Now more than ever 
before is the opportunity to broaden 
our base of selling. 

3. As post-war marriages flour- 
ished, so did our population con- 
tinue to grow. Each month the num- 
bers added to our population more 
than equal a Tulsa, Oklahoma, a 
Norfolk, Va., or a Hartford, Conn. 
Anyone raising children today will 
vouch for the fact that they are con- 
sumers and that they certainly create 
business. 

4. We eat better, are housed bet- 
ter, and take for granted deep freez- 
ers, TV sets, and air-conditioning— 
to mention a few things—that would 
have been unavailable or considered 

(CONTINUED ON PAGE 46) 
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will take over at times and defeat 
them in attaining the larger objec- 
tives they were created to achieve. 

(Editor’s note: In the following 
excerpt from his GAMC speech Mr. 
Yates tells how he gets his agents to 
commit themselves to a year-long 
closely organized program of im- 
provement at the start of each year.) 

In addition to cooperating with 
each associate in planning each day. 
week, and month, we spend the days 
between Christmas and January Ist 
each year taking a rather sacred look 
at the advent of another grant of 
time which we hope and _antici- 
pate will be another 365 days. For 
1954 most of our associates signed 
the following agreement — kept a 
copy and gave me one: Let’s Do 
More in ’54, 


Planning 

More planning: I know that per- 
formance never exceeds plans. Plan- 
ning is at the foundation of every 
success. We live in a planned uni- 
verse. Don’t anticipate success in 
life unless you have meticulously 
planned it. Any plan that’s worth 
while demands that it be written out 
and reviewed frequently to deter- 
mine whether it should be continued 
or revised. “He who plans the trans- 
actions of the day will have a thread 
to guide him amidst the labyrinth 
of the most busy life.” Purposeful 
prayerful planning packs plenty 
paying power. “Back of everything 
in the universe that goes on to com- 
pletion there is a plan.” 

Do more to improve myself: Since 
one of my greatest daily privileges in 
life is the opportunity for self-im- 
provement, I shall diligently try 
daily to broaden my intelligence 
along all lines; to acquire a more 
pleasing personality; become more 
interested in the lives and future 
plans of others and enthusiastically 
express this interest; keep physically 
fit, mentally alert and spiritually at- 
tuned; dress well; be slow to anger, 
quick to smile, more courteous, gen- 
erous and kind. As a result of this 
self-improvement program, it is a 
foregone conclusion that I will be- 
come increasingly interesting to 
others, be happier and life will be 
sweeter; and automatically my busi- 
ness will be better as a secondary 
reason for my constant program for 
self-improvement. 


Studying 

More studying: I shall study to 
show myself an approved workman 
that needeth not to be ashamed of 
my knowledge, increasingly pleasing 
techniques and ability to release the 
kind and amount of definite knowl- 
edge that is required to fulfill the 
purpose in each of the several inter- 
views I plan to conduct each work- 
ing day of 1954. 

More prospecting: Since 75 to 90% 
of my success will depend upon the 
number of quality prospects with 
whom I can hold comfortable inter- 
views by telephone appointment, I 
will strive, through study, confer- 
ences, research and practice, to de- 
velop processes which will enable 
me to be actually in the presence of 
ambitious people with character and 


means not less than four hours each 
working day. 

More organizing: Unless I build 
an organized routine around every 
phase of my selling process, I shall 
be only partially effective. My effi- 
ciency will often be at a low ebb. 
Distractions, so ruinous to my in- 
come, will intrude. I must throw 
good organized effort back of each 
day to prevent time from slipping 
through my fingers without having 
the pure gold it was willing and 
ready to leave for me. 


Interviewing 

More interviewing: Without a suf- 
ficient number of interviews to guar- 
antee me 50 or more applications a 
year, I am not only cheating myself 
out of income, but also cheating 
women and children, old and dis- 
abled men, partnerships and corpo- 
rations, estate creators, estate owners 
whom I could have served to their 
advantage and mine. Therefore in 
1954, I will have more interviews, 
which will keep me enthusiastic and 
happy, prevent me from ever doubt- 
ing my ability, and save me from 
ever having a poor mental attitude. 
This will build up my current in- 
come and increase my pension when 
I reach retirement age, and ever keep 
me feeling that my life is being used 
for the greatest advantage to myself, 
family and others. 

More inspirational reading: Inas- 
much as it has been proven and dem- 
onstrated ever since the beginning 
of recorded history, that men who 
are inspired are those who keep 
their enthusiasm, faith, hope and 
timeless optimism for constant use, 
thus avoiding discouragement, poor 
moods, desultory effort, I shall en- 
gage in 15 minutes of inspirational 
reading each 24 hours, preferably at 
home before I go to work, in order 
to step up on my own accomplish- 
ments during 1954. I realize a man 
only lives when he is inspired. Only 
then do his greatest accomplishments 
take place, through the release of his 
hidden power. Only then are his 
inner resources of power harnessed 
and focused on objectives he is de- 
termined to conquer. 


Praying 

More praying: 

“Let me be a little kinder. 
Let me be a little blinder 
To the faults of those about me. 
Let me praise a little more.” 

Prayer brings us into the very pres- 
ence of God, the Giver of Life, the 
Creator of all things, whose world 
we live in. Since He said, “The gold 
is mine, the silver is mine, and the 
cattle upon a thousand hills,” and 
made us His only heirs to the world, 
whatever portion of the world that 
we desire and deserve can be ours 
through prayer, faith and work, if 
done in order that others may have 
abundant life. 

“If any of you lack wisdom, let 
him ask of God, that giveth to all 
men liberally and upbraideth not; 
and it shall be given him. But let 
him ask in faith, nothing wavering. 
For he that wavereth is like a wave 
of the sea, driven with the wind and 
tossed.” James 1:5-6 
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But that’s only half the reason for 
success. American United also man- 
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ing programs and technical advice are 
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32 Exchange Place Salt Lake City, Utah 
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ing at Southern Methodist university 
and Purdue. 

3. The fascinating and inspiring 
figures appearing in the silver anni- 
versary edition of the American Col- 
lege on CLU results. All of us are 
interested in the survival of men in 
our business. The 94° record of 
the CLU organization is an impor- 
tant figure to remember. Perhaps 
from the morale standpoint one of 
the most significant things was that 
80°, of the CLU’s said that it “made 
them better life insurance men.” 

4. Many companies have devel- 
oped and used effectively tremen- 
dously improved company courses. 

Standard Being Raised 

These four, and many other fac- 
tors, are evidence of the attention 
directed toward raising the standard 
of salesmanship among our field or- 
ganization. This new look, both 
from the viewpoint of home office 
and field management, augurs well 
for the future of the man with a rate 
book. 

What has been done to make the 
general agent or manager a_ better 
general agent or manager in com- 
parison with these developments? 
In spite of the able pioneering done 
by LIAMA and GAMG, it is appar- 
ent that there is still room for im- 
provement in the management field. 

A tew companies are already giv- 
ing serious consideration to that 
need by establishing training cen- 
ters for management, study courses 
in management and home office 
schools for management. In_ fact, 
some are laying out a definite pat- 
tern whereby a man who enters the 
business as an agent can be shown 
the steps that must be followed if 
he would become a manager of gen- 
eral agent. 

As you think about selling in to- 
day’s markets and your plans for 
progress in your own office—let me 
introduce one note of caution. Let 
us all beware of becoming so en- 
grossed in organizing—in functional- 
wing, recruiting, training, supervi- 
sion and all the myriad phases of 
our daily work to the point that we 
forget to look at our agent as a 
normal red-blooded person — with 
abilities and faults — beliefs, preju- 
dices and blind spots—in short, a 
fellow like any of us but without 
our experience in keeping faults in 
balance while making our strengths 
carry us forward. 

Test of Management 

Perhaps the voice of your newest 
agent can highlight the ever-present 
need for good human relations as 
well as professional skills. 

According to a Printers’ Ink ar- 
ticle, “The Trainee Speaks,” a new- 
comer’s thoughts go something like 
this: 

_ “You've hired me—make my first 
Impressions good—be thorough and 
sincere, 

“Check me occasionally to answer 
my stupid questions. Praise me on 
some little point because my confi- 
dence is at an all-time low. Give 
me the best training you can, be- 
cause well-trained, competent em- 


business investment. 

“Force responsibility on me and 
let me sink or swim. If I rise above 
the responsibility, you've developed 
a good worker and can congratulate 
yourself on doing the world’s most 
difficult job. 

“Boss, there’s more difference be- 
tween your trainees than their fin- 
gerprints. Treat us as individuals, 
make friends with us, and treat our 
problems separately. You have a big 
job cut out for you. 

“Teach us everything you know, 
let’s learn more together, and we 
will be inexperienced in only one 
thing—finding new jobs.” 

Voice of Trainee 

The test of field management to- 
day is its capacity to adapt itself to 
the new look in selling. 

1. The need for greater skill and 
knowledge is being supplied by 
LIAMA, GAMC, your companies — 
and amazingly enough by your com- 
petitors. More of this will be done 
in the years ahead—but your prob- 
lems are here today and you must 
find your answers now. 

2. The dynamic economy, with 
all its fits and starts, continues to 
expand with new markets ready and 
Waiting for us. Competition for 
men and markets is increasing—but 
we have to meet it! 

3. Growing interest in the chem- 
istry of human relations holds great 
promise for management effective- 
ness. Greater understanding of 
people can be very practical as well 
as profitable. 

The job of an agency leader is so 
big and so challenging that it is 
never finished. The truth of the 
matter is that the unfinished poten- 
tial is continually pushing us to new 
limits of our capabilities—and if we 
are open-minded and willing — to 
new heights of accomplishment. 
You should never have to push your 
job, it should push you. 

But in trying you will find in the 
future, as we have in the past, both 
success and failure, because both 
form an integral part of trying. 

From the process of trying—hon- 
est striving—taking heart from suc- 
cesses and learning from mistakes— 
perhaps we may find what James 
Michener means in this quotation 
from his book, The Fires of Spring: 

Living with Dignity 

“For this is the journey that men 
make: to find themselves. If they 
fail in this, it doesn’t matter much 
what else they find. Money, posi- 
tion, fame, are all of little conse- 
quence, and when the tickets are 
collected at the end of the ride they 
are tossed into a bin marked Failure. 
But if a man happens to find him- 
self—if he knows what he can be 


depended upon to do, the limits of 


his courage, the position from which 
he will no longer retreat, the secret 
reservoirs of his determination, the 
extent of his dedication, his honesty 
and unpostured goals—then he has 
found a mansion which he can in- 
habit with dignity all the days of 
his life.” 


Greetings TO NALU DELEGATES! 


from the 


NEW ENGLAND MANAGERS 


of the 
PHOENIX MUTUAL LIFE INSURANCE CO. 
: _ We're glad at any time 
to give vou prompt service 
on your 
Brokerage and Surplus cases. 
CONNECTICUT MAINE MASSACHUSETTS 
Geo. H. Jennings, Mgr. Erle B. Renwick, Mgr. McKinley Warren, Mgr. 
Bridgeport Portland Boston 


NEW HAMPSHIRE 


C. S. Buchanan, Mgr. 
Manchester 


RHODE ISLAND 
C. Kenneth Catlin, Mgr. Lioyd E. Crandall, Mgr. H. Bennett Webber, Mgr. 


New Haven Providence Worcester 


PHOENIX MUTUAL 


of Hartford, Connecticut 


Nino Siracusa, Mgr. 
Springfield 


Edwin H. May, Mgr. 
Hartford 











The Country’s Most Friendly Company 
OFFERS... 


@ Modern and attractive agent's and general agent's 
contracts to those looking for a permanent connection. 

@ Complete line of Life Insurance policy contracts from 
birth to age 65 with full death benefit from age 0 on 
juvenile policy contracts. 

@ Complete line of Accident and Health policy contracts 
with lifetime benefits. 

@ Individual Family Hospitalization contracts with surgical, 
medical and nurse benefits. 

@ Complete substandard facilities. 

@ Educational program for field man. 


Strong, Progressive Company 


Older than 85% of all legal reserve life 
insurance companies. 


COMPANY'S EXPANSION PROGRAM OFFERS 


Openings in California, Florida, Illinois, Indiana, Kansas, Michigan, 
Minnesota, Missouri, Nebraska, New Jersey, North Dakota, Ohio 
and Wisconsin. 


NORTH AMERICAN LIFE INSURANCE COMPANY 
OF CHICAGO 


NORTH AMERICAN BUILDING, CHICAGO 3, ILLINOIS 
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May Seek to Upset HQ Decision 
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else NALU would find its lease run- 
ning out and have no place to move 
into. 

Most of all, the defenders of the 
board’s decision justified it on the 
ground that the national council 
recommendation could not be re- 
garded as truly representative of the 
NALU as a whole. The reasoning 
behind this is that at an eastern 
meeting there is a disproportion- 
ately large representation of eastern 
associations, who could be expected 
to favor keeping headquarters in the 
east, preferably New York City, 

The Thursday morning general 
session stressed the selling angle, cli- 
maxing with the Million Dollar 
Round Table hour following three 
outstanding talks, by John F. Grif- 
fing, assistant district manager of 
John Hancock at Oakville, Conn.; 
C. S. Ohsner, independent producer, 
Columbus, O.; and Fred G. Kimball, 


manager of basic training New York 
Life. All these talks are reported 
elsewhere. 

G. Nolan Bearden, New England 
Mutual, Beverly Hills, Cal., chair- 
man of the MDRT, presided at the 
Million Dollar Round Table hour, 
at which William T. Earls, immedi- 
ate past chairman of the MDRT and 
general agent of Mutual Benefit 
Life at Cincinnati, was moderator. 
Speakers were C. H. Killen, San 
Antonio, and O. Alfred Granum, 
Northwestern agent, Amery, Wis. 
Their talks are reported elsewhere. 

Other Thursday morning events 
were the breakfasts of the executive 
secretaries, the institutes of insur- 
ance marketing alumni, and_ the 
“Texas Trained Seals,” the latter 
being a traditional event run by 
the Texans in honor of speakers who 
have addressed sales congresses of 
the Texas association. 





when you 
see 
this sign... 


it’s time to talk 








He’s middle age. He’s the proud father of a new baby 
boy. He’s ready to listen to MASTERPLAN. 


He wants to build an immediate estate for Billy, who is 
just three weeks old. To provide for his future Dad buys a 
policy with a face value of $10,000. The annual 
premium is $222.70. At 16 Billy can have a paid-up 
insurance estate with no further deposits. Or, if Dad 
wishes to continue with deposits to the end of twenty 
years he can then withdraw $2,000 to help with Billy’s 
education without reducing the $10,000 insurance estate. 
Or, if the Cash Savings are not withdrawn then Billy 

can continue deposits and further increase his estate. 

This will provide valuable protection when Billy gets 
married... build greater security for a later age for 
both his wife and himself. At age 65 Billy will 

have an imposing profit of $19,213.90 

«++ plus all of his Dad’s deposits. 


Extraordinary case? ... NO! Exceptional benefits?... 





YES! And these are just a few of the many unique 
features in MASTERPLAN—A Complete Insurance 
Program wrapped-up in one simple, easy to sell package. 


For further information, write 
- Frank Vesser, Vice President. 


General American Life 
one of the nation’s leading mutual legal reserve companies 
ST. LOUIS, MO. 


Copyright 1954 





The previous day there was a 
luncheon of the Women’s Quarter 
Million Dollar Round Table, fol- 
lowed by a panel discussion which 
is reported elsewhere in this issue. 

The afternoon was left open for 
entertainment and relaxation. 

At five o’clock there was a recep- 
tion given by the Connecticut Assn. 
of Life Underwriters in honor of 
President Gilmore of NALU. 

The big event of the evening of 
course was the American College 
and American Society of CLU din- 
ner and conferment exercises. Ger- 
ald W. Page, Provident Mutual, Los 
Angeles, president of the society, 
acted as toastmaster. Dr. S. S. Hueb- 
ner, president emeritus of the 
American College, presented the di- 
plomas. The conferment address, 
“Power and Persuasion in Society,” 
was given by Dr. Ralph C. Hutch- 
ison, president of Lafayette College. 

In addition to events already re- 
ported, the national council session 
included the following: 

Treasurer Osborne Bethea, Pru- 
dential, Newark, who has held the 
office since 1950 but will not be a 
candidate for reelection, told of the 
financial condition of NALU. His 


comments indicated the association q 


to be in sound condition. 

President Gilmore announced that 
Mr. Bethea, though retiring as trea- 
surer, would serve as chairman of 
the finance committee during the 
coming year if requested to do so. 

Managing Director Lester Schriver 
was given a warm and hearty round 
of applause as he was introduced for 
the purpose of submitting his annual 
report. Mr. Schriver’s excellent 
speaking voice, his ease of manner, 
and his comprehensive understand- 
ing of every aspect of the affairs of 
NALU gave an air of conviction and 
authority to everything he had to 
say. 

Toward the close of his report Mr. 
Schriver brought his audience to 
attention by commenting on the 
question of where NALU headquar- 
ters are to be in the future, saying 
that the staff would move to any 
location that might be chosen. 

Mr. Gilmore introduced Holgar J. 


Notable Session 
Of WQMDRT 


(CONTINUED FROM PAGE 8) 


committee of women underwriter; 
and agent of National Life of Ver. 
mont at Detroit, following the joint 
luncheon of the committee of women 
underwirters and the WQMDRT 
Wednesday. Mrs. Light introduced 
Mrs. Matilda Wells, Prudential, De. 
troit, the outgoing chairman of the 
WQMDRT. 

Mrs. Light then introduced the 
head table dignitaries, including 
President Robert C. Gilmore, Jr., of 
NALU, Vice-President Robert L. 
Walker, and Lester O. Schriver, 
NALU managing director. Mr. Gil- 
more spoke briefly on the valuable 

art that the women agents are play. 
ing in the work of NALU. Mrs. 
Light also read a telegram of con- 
gratulations from last year’s women’s 
committee chairman, Mrs. Minna 
Hensley, Franklin Life, Salina, Kan., 
who is in the hospital. Mrs. Light 
also noted that 1,500 members in 
NALU are women and there are 228 
in the WQMDRT; 26 women have 
ualified for the Million Dollar 
Round Table over the years, and 
eight qualified for the 1954 Round 
Table. 

The panel speakers were Thelma 
Davenport, Northwestern Mutual, 
Washington, D. C.; Margaret F. 
Lewis, Jefferson Standard, Atlanta; 
Helen M. Millett, Penn Mutual, 
Minneapolis, Minn.; and Margaret 
A. Willour, New York Life, Okla- 
homa City. Their talks are reported 
on page 4. 





Johnson, president of Institute of 
Life Insurance; and Manager Bruce 
Shepherd and General Counsel 
Eugene Thoré of Life Insurance 
Assn. of America; and Charles J. 
Zimmerman, managing director of 
LIAMA. 

Oren Pritchard, Union Central, 
Indianapolis, reported as chairman 
of the committee on nominations. 
He said that his committee had had 
a surplus of candidates. 











tw 


politan Life, Buffalo, secretary. 





Top-ranking officers of NALU 
from left, Osborne Bethea, Prudential, Newark, treasurer; Lester 0. 
Schriver, managing director; Robert C. Gilmore, Jr., Mutual Benefit 
Life, Bridgeport, Conn., president; Robert L. Walker, Peninsular 
Life, Orlando, Fla., vice-president, and Stanley C. Collins, Metro- 





snapped at the annual meeting: 





2nd Day 
ion 


iT 


E 8) 


derwriters 
e of Ver. 
the joint 
of women 
QMDRT 
itroduced 
ntial, De. 
an of the 


uced the 
including 
re, Jr., of 
obert L., 
Schriver, 
Mr. Gil- 
valuable 
are play. 
UU. Mrs. 
1 of con- 
; women’s 
. Minna 
na, Kan., 
rs. Light 
mbers in 
e are 228 
nen have 
1 Dollar 
ars, and 
4 Round 


Thelma 
Mutual, 
garet F. 
Atlanta; 
Mutual, 
Margaret 
fe, Okla- 
reported 








‘itute of 
er Bruce 
Counsel 
nsurance 
arles J. 
ector of 


Central, 
hairman 
inations. 
had had 








th year 
of dependable 


serutee 


WESTERN AND SOUTHERN 
Proudly Salutes Its Agency 
Force for Outstanding Success 
In Affording the Public the 
Opportunity of Financial 
Independence and Life Time 


Security Through Life 





Insurance. 





THE WESTERN AND SOUTHERN LIFE INSURANCE COMPANY 
wt Wutual Company 


CINCINNATI 








A cordial bow 

to America’s 
top-ranking 

Life Underwriters 
from one of 
America’s most 
progressive 
mutual 


companies 





Guardian of Security 
“wey 








The Baltimore Life Insurance Co. 


Guardian of Security Since 1882 * Baltimore 1, Maryland 











